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Why Cyanamid 
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elling toothpaste? What better time to talk to her 
lan now? Reach your customers while they're using 
le product. Put Spot Radio's unique timeliness to 
ork for your brand on these outstanding stations. 
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YOU CAN'T COVER 




*The Indianapolis 
marlietiwe mean! 



This provocative headline is more than a facetious approach to 
a marketing problem. If you presently have distribution in and 
are exerting advertising pressure on the Indianapolis market, 
then consideration of the Terre Haute market is of vital impor- 
tance to your sales success. 



HERE'S WHY: 

1. Terre Haute is closely linked to Indianap- 
olis for its distribution. 

2. Two of the Leading Supermarket Chains 

in the Terre Haute-lndianapolis coverage 
area credit the WTHI-TV area with more 
than one fourth of their total area sales. 

3. Indianapolis Television, even when ex- 
tensively used, misses 80% of the Terre 
Haute metro area. 



4. Combining WTHI-TV with any Indianapolis 
television develops sizeable, additional 
penetration without additional cost. 

5. The combination of WTHI-TV with an 
Indianapolis effort reduces excessive du- 
plication, substituting new potential cus- 
tomers. 

6. The Terre Haute-lndiahapolis media ap- 
proach does not reduce the level of impact 
in metro Indianapolis. 



These facts were revealed through a series of special studies conducted 
by ARB. These are presented in detail and are available 
through your Edward Retry Man. 
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CHANNEL 10 
TERRE HAUTE, 
INDIANA 




•AN AFFILIATE OF 
WTHI am & FM 




WTHJ-TV 
delivers more homes 
per average quarter 
hour than any 
Indiana station* 
(November 1962 ARB) 



Why WTM J-TV bought 
volumes 1, 2, 4 and 5 
of Seven Arts' 
'Tilms of the SO's'' 



Says George Comte: 

Vice President and General Manager, WTMJ-TV, Milwaukee, Wist 



"We bougW volumes 4 & 5 of Films of the 50's 
for the same reasons we bought Seven Arts' 
volumes 1 & 2. The films have been 
highly successful in our programming schedules. 
We select features by checking their ratings, 
star§. and type of story. This has 
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AUDIENCE AND 
IN MARKETING 



If yoiT'll check the rating books ot the 
Milwaukee market you will find that WtMJ's 
Saturday Night Theatre has consistently 
been one of our top rated programs. Our audience 
is very pleased, very loyal, and very 
appreciative of this type of entertainment." 




SEVEN ARTS 
ASSOCIATED 
CORP. 



0i 



A SUBSIDIARY OF SEVEN ARTS PRODUCTIONS. LTD 
NEW YORK: 270 Pa* Avenue YUkon 6-1717 

CHICAGO- 4630 Estes, Lincolnwood III ORchard 4-5105 
DALLAS 5641 Charleston Drive ADamS 9-2855 

LOS ANGELES 3562 Royal Woods Drive. Sherman Oaks, Calif 

STate &^276 

TORONTO. ONTARIO 11 Adelaide SI West EMpire 4-7193 

For list o< TV stations programming Seven Arts' "Films o( 
the 50 s' see Third Cover SrDS (Spot TV Rates and Data) 

Inri Vidual feature prices upon request 



^^AKE A (U) """^"^^j 

, . , and barrel your way 
through the Mladison market! 

The dramatic climb of WKOW-tv, 
Madison's dynamic UHF station, is hot 
news to advertisers. But a familiar story 
to viewers in Wisconsin's booming South 
Central market. WKOW-tv has always 
been their station. 

CUHF CONVERSION 
FIGURES PROVE IT 

Example: Dane County's 99%, Green 
County's 98%, Sauk County's 90%. 
Iowa County's 997,- These percentage 
points tell the near-perfect score 
WKOW-tv's local live personalities and 
network shows have earned with over a 
half-million people in Wisconsin's 2nd 
retail trade zone. Your product dis- 
played and sold on WKOW-tv will 
earn that enthusiastic acceptance too. 
WKOW-tv concentrates on this Madison 
trade zone , . , allows you plenty of 
dollar-power for massive frequency. 
Make that U-turn to WKOW-tv now! 



MADISON, WISCONSIN 



Ben Hovel, 

Gen. So/es Mgr. 

Larry Bentson, 

Pres. 

Joe Floyd, 

Vice-Pres. 

Tony Moc, 

fjtec. K/ce-Pres. & 
Gen. Mgr. 

Represented by Adam Young 



MIDCO 



Midcontinent Broadcasting Croup 
KELO-LAND/tv and radio Sioux Falls, S.D.: 
WLOL/am, fm Minneapolis-St. Paul; WKOW/am 
Cr tv Madison, Wis.; KSO radio Des Moines 
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Weekly, 88 "In Depth News reports" scoop the TV sky in Cleveland. Adair's City Camera, 
Walter Cronkite, Doney's Features, Armstrong's International Reports, plus CBS-TV's 
comprehensive coverage are more reasons why WJW-TV- Cleveland delivers up to twice 
the spot audience on a CPMH basis, compared to the nation's top 15 markets. Want to 
know the facts? Call your Storer Television Salesman - WJW-TV CBS J; in Cleveland. 
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Letters to 
the Editor 



BROCHURE FOR CLIENT 

W'c ail' ])H'|)ai ill!;; ,i Ixodmif ioi 
oiii (lieiii. ilic \ Ibt i K )-( ail\ ei Co. 
ol Mi'lioNC I'aik. 111. I liiN luiic 
will he iisfd as a sflliiit; aid by ilu" 
sale>i lortc and will einpliasi/e ilic 
iiii|ji)i taiu f iliai ad\ fi lisinf; has 
lonnihiiicd to iht- giowih of iht- 
( oinpain'. 

In order lo impress die dealers 
and salesmen alike, we aie plan- 
ning lo lepMKhuO a iliari which 
appeared on page 10 of ihe 17 
Sepieinher llHill issue ol m-o.nsor. 
As I menlioned eailier, ihis would 
appear oiilv in I he brothnie and 
will lisi l)odi die s<)nrce and dale 
ol issne. 

MICHAEL I. DEVLIN. BBDO, Chicago, III. 
• Permission granted. 

COMMERCIAL PLUGS 

Whenever we lind a (ase of a piil). 
h( service program piomoiing a 
(oinmeriial eiiieiprise we proiesi. 
as we ha\'e just done lo the Xa\\' 
Depaiiineni in (onnedion wiih llie 



I 1 eiK (• \\ e lk sei ies. 

lIowc\ei. onis is jusi one voice 
.111(1 I am woiideiing if ilieic is aii\ 
area in wlittli .sroNsoK mighi ])os- 
sil)l\ (onsidei drawing aiteiilion lo 
ihis prnciire. 

On one Army series ihev- ilnew 
111 a line ahoni "Danny's llide- 
awa\." and ihe Welk scries pro- 
moled l)()i and Cioral lecords. 

Ii jusi seems lo me thai if sia- 
lions aie willing lo provide linie 
and llieii laiililies loi such public 
service progiams, ihe ariisis iii- 
volv c'd should nol be pel mil led lo 
make stub ((JiiimeKial pings. 
CECIL WOODLAND, general manager, WEJL, 
Scranton, Pa. 

FM SITUATION 

Chailes W. Kliiie'.s appraisal ol ihe 
Ini siuiaiion (Srllo.s's Vincjionil. 
7 laiuiary M.Hi,")) was ilie mosi in- 
lelligeni ihai 1 have ever read. Peo- 
ple who aie aliaid ol fin should nol 
irv ii: ihey gel in ilic vvav of oiheis. 
BILL LANE, WAHR-FM, Huntsville,' Ala. 



CONTEST APPEAL 

I wonder if yon know of any open- 
ing ill news dcpai imeiiis in ihe 
Siaie ol Texas? I plan loinove jnsi 
.IS soon as I (an lind an opening 
so I can gel in on sonic ol die 
(oiiiesis iliev iini clown ilicie. 

I < ame by ibis idea in a leteni 
issue \ovciiiber) when I saw 

ilie sioiy aboiii how C^ailos (iaicia 
won nol only ihe Texas Asso( ia- 
lioii ol Uioadi asiers "Uesi-oii-ihe- 
s(ene" award ^ — bin also Rosiia 
Feniande/. vocalisi. 
lOHN HARKRADER, vice president and gen- 
eral manager, WDBJ-TV, Roanoke, Va. 
• Carlos, Roslta, and caption add up to a 
brand new contest concept. 




Award-winning staffers 



Nathan Safir (c), KCOR, San Antonio, v.p., con- 
gratulates news dir. Carlos Garcia who won 
the Texas Assn. of Broadcasters "Best-on-the- 
scene" award and Roslta Fernandez, vocalist 

NO ADDITIONAL NAMES 

On '!1 Deteinher l!Hi'_', undei a 
listing of television slaiion bioad- 
l a.si lai ililies (page 57) . you have 
designated WU'R-TV as "C.reen 
I>ay-.Marineiie, Wistoiisin." As an 
oduer. direcior and stockholder of 
W'Ll'K-'IA', 1 betome very dis- 
turbed when errors of this kind are 
made. W'l-CK-'IA' has never been 
designated as "(.leen liay-.Nrarin- 
eiie." In addition. W'LUK-TV has 
never been designated "Mariiieiie- 
Crcen I>ay." 

,\i one time, the designation was 
".Marinette, Wisconsin." The des- 
igiiaiion. however, was changed to 
"f'.reen l»ay, Wistoiisin" on i May 
VMy WI,'lTK-'I \'. therefore, has 
had the desigiiaiioii ol "C.reen 
l>av" for nearly iliiee years . . . we 
do nol appieciate having any a<l- 
ditional names added to the name 
"(^.reeii l>av, Wistonsiii" whether 
ihev be .Marinetie. Oshkosh, Waii- 
pac.i, Ol Fond (111 Lac . 
NORMAN M. POSTLES, certified public ac- 
countant, Superior Wis. 
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'4.WEEK CALENDAR 



JANUARY 

Georgia Radlo-Tv Institute annual mo i 
iiiR. f()-S|)()ns<)ic(l by Grorgia Assn. of 
ISioatk asters and U. of Georgia, Ath- 
ens: ( (-nin lot r;<>iiiinin'n^ l.diua- 
ilon. Athens, (la.. 22-21. Amon;^ the 
|iai'ti( ipants: FCG Commissioner E. 
William lleniv; Georgia Govcrnor- 
rlc( I Carl Sandcis; Stephen Labiin- 
ski. \VMC\. \(\v Voik; Maury Web- 
ster CIIS Radio Spot Sales; Stephen 
Riddlcbfiger, ABC owned radio sta- 
ticms; Edmund C. Ilnnkcr, president- 
cUxt RAn. 

Nebraska Broadcasters Assn. conven- 
lion: Hotel Cornhnskfr. Omaha, 23- 
21. NAB President leRov Collins 
will Ik principal speaker. 

American Women In Radio & Television 

board of directors nrrrtlng: Savoy 
Milton Hotel, New York, N. Y.. 25- 
27. 

FEBRUARY 

National Advertising Agency Network 

rastein regional meeting: Hotel Roa- 
noke, Ko.iiiokc, \a. 1-3; midwest 



legional meeting: Hotel I'eaboih. 
Memphis. I eini.. H HI. 

Advertising Federation of America and 
Advertising Assn. of the West mid-win- 
let legislative (oiifcreiice: Siatler Mil- 
ton, Washington. 1) ( .. (i. \inong 
the ])arlicipanlv 1(0 C oinmissionci 
N'ewion Minow; I 1( ( (nniuissioner 
I'anl Rand Dixon. Don McGaniiim. 
jiresiilenl. We'ilinghonse lidistg. C;o.; 

Vndrew Heiskell. rhaii man ol board, 

I iine. Inc. 

National Assn. of Broadcasters I'nblic 

Seivice Institute conducted in asso- 
ciation with 1 he \nurican Tniver- 
sitv: \iuericaii I', campus, Washing 

Km, 1). f., 7-.t. Willi Rudci, 

prcsldeiil ol Ruder fv l inn, and X \U 
President I.eRoy C^olliiis aie kev 
speakers. 

Assn. of National Advertisers clinic on 

tie-in pronioticms with otiier manu- 
faduieis: .Savoy llillon Motel, \ew 
Voik, I I. 

Mutual Advertising Agency Network 

meeting: Royal Oi leans Hotel, \'ew 
Orleans. I l-lf). 



Ill I'M ■ III nil i'l II 
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COLOR TV ISSUE 

Your issue on (olor iv (;{| Dctciii- 
l)Ci was cx(cllciii — so exccl- 

l(Mi( in l:u I iliat I need (he cxiia 
(opics lor (lisiril)Ulion lo our a( - 
(oiiiil ji>roii|>. 

ALFRED K. EDDY, JR., associate media super 
visor, Leo Burnett Co., Ctiicago, III. 



STRIKE SPURS SALES 

Please sent! us 100 reprints from 
your recent cdiiioii (7 jaiuiary 
The story is eiiiitleil "Sales 
Are Up in Strike Cities": it de- 
scribes department store business 
and radio picking up more news- 
paper money than i\ . 
R. C. EMBRY, vice president, WITH (AM & FM), 
Baltimore, Md. 



SMOKEY BATTLE 

rinough the smokey battle, this is 
one Washington area broadcaster's 
view of the cigarette advertising 
matter. 

ARTHUR ARUNDEL, president, WAVA (AM & FM), 
Arlington, Va. 

• Parts of WAVA editorial a(re reprinted 
below. 

"Today Gov. Collins . . . once 
again has found him.sell in tiie 
nn'dst of a wild, wooley, and really 
smokey battle — all over the simple 
suggestion tiiat the broadcasting in- 
dustry ( urb cigarette advertising 
aimed at inducing diildren to 
smoke. 

"Results of it all now, as Collins 
points out, is that 20^^,01 American 
boys have begun smoking in the 
ninth grade and .'50% of girls have 
picked up the weed before they 
Hnishcd high school. This is new 
stuff not to be tracked to news- 
papers and maga/.ines but mainly 
to the ach'eiit of television. Now 
this is a pretty shabby situation. 
Irrespective of the cancer issue, 
since when does any high school 
youngster get the idea he or she 
with a smoking weed looks like any- 
thing but a foul mouthed shrimp.* 

"LeRoy Collins is on the right 
track. For if the radio and televi- 
sion industry continues long on its 
weak kneed, no jjolicy bender with 
respect to tliis issue, then the fed- 
eral government will in time be 
forced to impose limitations which 
this mature industry of a free so- 
ciety can perfec tly well and far bet- 
ter impose on itself." 




Two- Way Radio: 
the vital interaction of ttie 
San Francisco buying public with 
KCBS. . . more than 17,000 listeners 
phoned in their questions 
and opinions for broadcast 
last year. Interaction such as 
this is an adult response to 
the variety of thought and 
information delivered by our 
award-winning staff and by the 
famous and the fascinating who 
are our guests ( 2,000 during 1962). 
KCBS Two -Way Radio is not mere 
background sound. Response to 
this foreground programming is so 
great it calls for a new 
measurement of effectiveness: 
not sets in use, but number of minds 
engaged. In the San Francisco Bay 
Area your advertising gets the 
attention it needs on 

RADIO / KCBS g 

A CBS OWNED STATION [s 
REPRESENTED BY CBS RADIO SPOT SALES V 
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OLD FMTIll-ri,: Lveii man's Lest 
friend };els lo know us jnetly well, 
lifcause tlic family lie lives with 
.'•|)en<ln a lot of time limed in. Metro 
share in |)rimc time is 90%, and 
homes delivered top those of any sta- 
tion sharinfr the otiier 10',. //i7?. 
Mtinli. 1962) ^ our hig Imy for 
North Florida, 
South Georjiia, and 
Southeast yXlahaina is 



WCTV 



TALLAHASSEE 
THOMASVILLE 



The remarkable Mr. Doherty 

Maybe llii.s should he titled " I he coinageoiis .Mr. Doheri)." 
For the pa.st loiu years he has told our readers. 12 luoiuhs ahead 
ol the laci. how much husincss will he done in ihe year ahead by 
spot t\, network tv. spot radio, and network radio. 

The hazards ol this occupation impress me as heiii"" etiuivalenl 
to j)articipating in a football pool or slickiii"" your head in a 
lion's mouth. 

Dick Doherty seems to enjoy it, allhough he said ihe other day 
thai he is "embarrassed" at the extraordinary "on larj^el" out- 
come of his 1*.)()2 predictions as reported in our 7 jauuary issue. 
His forecast of total 11)02 broadcast advertisinjr expenditures was 
82,515. ()()(). ()()(); it reached S2. 500, ()()(). ()()(). He predicted broad- 
cast advert isiii;^ could account for 20.2%. He estimated that t\- 
advertisino would rise about 10' and ladio 1%; t\, he reports, 
rose 10"(, and radio l-H/,",. 

If Dick is "embarrassed ' it's piobabi) because this kind ol 
unnatural exactness may jeopardize his standing as an economist 
(he's regarded in goverinuent circles as one of the l)est) and 
label him as an oracle. 

He says that in 19(Ki all advertising will tally a lecord high of 
SI 2.9 billion with iv gelling $1,91 ."> million of it. Net and spot 
t\ will both be up 8^^,,, local tv uj) 4-5%. Radio will be up 
with local showing slightly more iinpro\emcnt than national. 
Cross National Product (GNl*) will rise 4% as comixned U) 
().5% in 19(i2, retail sales 4%, and corporate profits (before 
taxes) 10% above 1962 levels. 

Now that we all know how we'll do (thanks to the coinageous 
Mr. Doherty) let's roll uj) our sleeves and prove we can do 
better. 




BLAIR TELEVISION ASSOCIATES 

National Hepresentatives 



NEXT WEEK IH SFOMSOR 

"New Developments in Tv Tape"— a close look at the new 
developments, improvements, and techniques which are 
changing the face of tv tape, a subject of enormous impor- 
tance to all agencies and advertisers using tv. SPONSOR 
presents a special report on the advances in tape, including 
some which permit advertisers to use techniques which 
have been unknown until recently. 
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Meet The Selling Power Behind U.A/s "Showcase For The 60's" 




TONY CURTIS 

Starring in ■■SWEET SMELL OF SUCCESS" 

lone of ihe 33 UA "Showcase For The 60's"t 




BURT LANCASTER 

Starring In "RUN SILENT. RUN DEEP" 

t one of the 33 UA ■'Showcase For The 60's" 



GREGORY PECK 

Starring in "PORK CHOP HILL" 
(one ol Ihe 33 UA "Showcase For The 60's"l 



MARLENE DIETRICH 

Starring in "WITNESS FOR THE PROSECUTION" 
P one ol the 33 UA "Showcase For The 60's"O 





FRANK SINATRA 

Starring in JOHNNY CONCHO" 

) one ol the 33 UA "Showcase For The 60's" 



KIRK DOUGLAS 

Starring in "THE INDIAN FIGHTER" 
i ol Ihe 33 UA "Showcase For The 60's"l 



ALAN LADD 

Starring in "MAN IN THE NET" 

tone ol the 33 UA "Showcase For The 60's" 



ROBERT MITCHUM 

Starring in "NOT AS A STRANGER" 
) one of the 33 UA "Showcase For The 60's" ( 






ROBERT RYAN 

Starring in ■'ODOS AGAINST TOMORROW" 

) one of the 33 UA "Showcase For The 60's" 



JAMES CAGNEY 

Starring in "SHAKE HANOS WITH THE OEVIL" 
^ one of the 33 UA "Showcase For The 60's" 



CARY GRANT 

Starring in "THE PRIDE ANO THE PASSION" 
t one of the 33 UA "Showcase For The 60's"l 



ERNEST BORGNINE 

Starring in "MARTY" 
) one ot the 33 UA "Showcase For The 60V' | 




ANTHQNY QUINN 

Starring in '11AN FROff OEL RIO" 

\ one of the 33 UA "Showcase For The 60's" 



This is a selling force with power behind it.,,and it's selling 
U.A.'s "SHOWCASE FOR THE 60's", with an unprece- 
dented entertainment line-up. With 33 top features . . . and 
scores of stars. You have pulling power that's untapped . . . 
sales potential unequalled. Have a look at U.A.'s "SHOW- 
CASE FOR THE 60's". It's the easiest way we know to 
dazzle both audiences and sponsors. Today... call your 
U.A. representative. He'll show you how U.A.'s "SHOW- 
CASE FOR THE 60's" can be your Showcase for profits. 




JULIE LONDON 

Starring in "THE WONDERFUL COUNTRY" 
) one ol the 33 UA "Showcase For The 60's" 4 




CHICAGO ^- Michigan Ave., 467-7050 



Ht^ tUKi( 555 Madison Ave., MU 8-4700 
South Center, Ri 7-8553 I 



H0LLYW0OD1O41 N, Formosa Ave., Ho 6-3429 
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drug 
sales 

per dollar 



Whatever your product, Channel 8 moves goods. On 

WGAL-TV your sales message reaches more families in the 
prosperous Lancaster-Harrisburg-York-Lebanon market. 
Why? Because WGAL-TV blankets these key metropoli- 
tan areas and is the favorite by far v^^ith viev^^ers in many 
other areas as well. Your cost per thousand viev^^ers? Less 
than that of any combination of stations in the area. 




Channel 8 



NBC-CBS 
Programs 




Representative The MEEKER Company. Inc. • New York • Chicago • Los Angeles • San Francisco 



in 
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Top of the news 

in tv^radio advertising 

21 January 1963 



"MEN IN WHITE" BARRED BY CODE; COLLINS TO CONTINUE 

I'lloKMX — "Men ill W'iiitc" l\" couiiiicrciais are banecl ellertixe I July iiiidei 
tile XAH Code. The XAI{ tv ijoanl adopted ilie Code aiiieiidiiieiit siii)iiiitted 
by the review l)oard proliiijitiiig I lie use oi physieiaiis, dentists, nurses, or ae 
lors representing them in i\' coniiiiercials. l*re\'ioiisly. only ariors represent- 
ing these professionals were banned. Other actions taken here were: 

• A continued study of the rehitionship of cigarette advertising directed 
to minors by the radio-tv code review hoard was appro\ed by the racHo- 
tv l)oards. 1 he subject was rai.sed hist month l)y doxernor Collins in a 
speech which provoked many leading tobacco adverti.sers. A .serious, long- 
range study will take place on the problem, according to broadcast in- 
dustry sources. 

• A new three-year contract for N Ali president Leroy Collins was au- 
thorized by the XAli board, to be iiegotiatetd by a conmiittee. Collins' 
contract would lia\c expired December 31 this year. 

• Appointment of Douglas L. Manship, president and general manager. 
WHRZ, Baton Rouge, by Collins and reappoiiitiiieiit of La\s'rence H. Rog- 
ers, I aft executive vice president to the code board was ratified by the 
tv board of directors. 

• A tv code aniendmeiit clarifying the provision which permits limited 
waivers from the code commercial time standards for programs presenting 
women's services, features, shopping guides, fashion shows, etc.. was ap- 
proved by the tv board. 1 he code authority will evaluate each such pro- 
gram on its own merit. 

THE FCC SEEKS $1.5 MILLION HIKE IN NEXT BUDGET 

Vbc FCC is a.sking for the fi.scal year 196-1, which begins I July 1963, an in- 
crease of $1.5 iiiillioii over its current budget of ,SI5 million. The Commis- 
sion's broadcast activities would account for .S3, 756, 000, an increase of S642,- 
000, while field engineering and nionitoring is ticketed for 3-1,911,000. up 
from $4,007,000. 'l"he F TC wants its anti-deceptive work budget hiked to 
33,253,000 from $2,976,000, so that such ca.scs can be expedited in the up- 
coming fiscal year. 

AIR MEDIA LEAST HIT AT SENATE PROBE 

Broadcast media came in for .somewhat less criticism than did newspapers and 
magazines at last week's three-day hearing by the special Senate Conimittec 
on Aging relating to product frauds perpetrated on the elderly. The commit- 
tee, represented by such diverse political poles as liberal Senator Williams of 
New Jersey and conservative Senator Coldwater of Arizona, endorsed FTC 
Chairman Paul Rand Dixon in his plea for tightened cease and desist powers 
from Congress. Drug Commissioner (ieorge 1'. Larrick urged state fair trade 
and pure food and drug laws so that federal regulatory activities could be sup- 
pleiiicnted by a network of local officials able to spot transgressions more 
cpiickly. 
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(continued) 



GENERAL MILLS BUYS CINDERELIA SPECIAL ON CBS TV 

( .ciUMal Mills tlir()ii<^li l)aiK"cr-Fii/.<;cral(l-Sain|)lc' has signal lo sponsor a new 
produc I ion oi ilic Rogci s R: Haininc rsiciii musical on C'.liS TV in (he l'.)()8-() l 
season. Starring in the new prodiieiion will he Julie Andrews ol "My Fair 
Lady" and "Cameloi" lame. IMesenialion might he in color, though no deci- 
sion has been reached, raping is slated lor September, Cinderella was writ- 
ten lor and originally presented on tele\'ision sex eral years ago. 

MILLER NAMED NEW GREY MEDIA DIRECTOR 

Harold (Hal) Miller, associate media director at ( irey Arvei tising. has been 
appoinu'd media director. He succeeds Larry Deckiiiger who has taken over 
ihi- post ol c.p. in charge of media and network relations, Deckinger had 
liniriioned in an unoHicial capacity iu this latter position since it had been 
xacated by (iene .\ccas almost a year ago when Accas switched irom Cirey to 
Leo liiMiiett, 



BBDO GETS CAMPBELL'S FROZEN SOUPS 

liliDO will go to work lor Campbell's iro/en soups beginning 29 July- I he 
(ompany said the mo\e irom Leo Burnett will permit consolidation ol the 
overall marketing eiiort in behali ol all caimed condensed soups, beat-proc- 
essed and frf)/.en. Burnett, which has had Campbell's Iro/en soups accouni 
since the product's inception, will coiuiuiie the company's Franco-American 
and Swanson brands. Red Kettle Dry Soup Mixes. Campbell's 'Fomalo Juice, 
and Campbell's corporate campaign, in addition to the imroduction oi Swan- 
son ;? Cour.se Dinners and Dirp Dish Meat I'ies. 

SPONSOR-WEEK continues on page 14 



Y&R RETITLES TWO TOP MEDIA EXECUTIVES 



\\';irr(Mi .\. lialir (Icii) , vitc prcsitlent 
iiiid senior iiu-dia (lirc( lor. lias i)reii 
ii.'iiiK-(l (iiiecioi oi llie iiK'di.i iel;itions aiul 
pl.inniiii; dcparniu-nl of ^'olllll^ )<: Riihi- 
(Min, and Joseph .Si. (.eorges, a vice piesi- 
(loiii and senior media diiector, lias lieen 
appoinied media (ie|>:u'iinent inaiiagei 
and (iiredor ol iiie(li:i (onipiiler applici- 
lioii, repoiiing lo lialn. I>aiir re|)la(es 
William K. (I'ele) .\l ai l hews, who lelired 
as media diiecioi lasi year, lie joined 
^'&R ill IJtai, was imide a vi(e president 
ill l!)()(), and iwo \ears laiei, a senior 
media direcloi. .Si. Ceoij^es joined ihe 
;ii;eii(\ s media depji iiueiit in 1!).")"), and was made an ;isso( iaie media di 
w.is II. lined a xiie presideiii and senior iiiediii diiedor lasi yeai. 
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WliyhasClevelaiicrs taste ini[)r()vccl? 




Oriental cliemistiv wrouj^lit 
a tiny pearl-shaped pill for 
sweetening tjiinjis like taste 
buds: Jintan Mouth llefreslicr. 
Then WHK Radio started 
Cleveland tongues wagging 
when distributor, hica Land 
Products, chose the station 
exclusively to introduce 
jintan. Inca Land's president. 



llandolph (>rcg^ exclaims. 
WHK gave innncdiatc scllnig 
action at all distributor 
levels. . . Results ha\e far 
surpassed expectations." 
If your expectations are high 
and vou too want to taste 
success, spend your time on 
the Number One station* 
WHK RADIO. ( LE\ ELAND 



MKTROl'OI.rr.AX BROAnCASTINC; KADUl. KLI'KrSK.N Tl" 1) liV MKfRO BROAIK AST SAI.Ks 
JA( K I IIAVER,\'. 1'. AM) GENERAI MANAC.ICR, A ISIO.N Ol METKOMmiA, INC. 
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TIO PRESENTS "TELEVISION ADVERTISING" 

A 2")-ininuic color-slide prcsciiiai ion. ' Television: Advertising," is being dis- 
iribuled ihis week \)\ llie Television InloruKilion Ollice lo its sponsor stations 
lor showing to eoininunity groups and station personnel. It examines ilie role 
ol adwrtising as a marketing tool, explains local, spot, and network adveriis- 
in<'. and discusses ratin<'s. costs ol tv adxertisiu". and ilie uses ad\'eriisers make 

O O O 

of tlie medium. Karlier educational ijresenlations were: '" I'elevision: Dimen- 
sions." "'Tele\ ision; I'rograming," and 'In the Public Interest." 

RADIO FANS OUTVOTE RADIO QUITTERS 3 TO 1 

Increased interest in ra<lio listening last year was two-and-a-hall to three times 
as great as diminislung interest, according to two special studies made for CBvS 
Radio l)\ R. 11. liruskin Associates. In (uly, "greater interest ' was expres.sed 
three times as nuich as "less interest." In \oveinl)er. the "greater interest" 
group was two-and-a-hall times as large as the "less interest" resj)ondents. The 
(uly interviewees aiifl 2.501) November interviewees were of both sexes, 
from 18 to ;")."). residents of all parts of the (oinitry with incomes between S4- 
,S 1 (),()()(). Much ol the renewed interest in radio among young adulcs, CMS 
.says, is due to the emergence of inexpensive transistor radios. 

FTC ACTING AGAINST BAYER'S PAIN RELIEF CLAIMS 

The F'T(; last week announced its intentions to .seek an injunction restrain- 
ing liayer aspirin and its agenc)' I)-F-S, from continued u.se of air and print 
ad\eriising sienuning from the connni.ssion-linanced lialtimore tests of pain 
relievers. I'he court action will contend thai contrary to Bayer's claims the 
lest did not show the jiroduet has a "higher j)ain rcliel .score ' and caused less 
stomach upset compared to live tested remedies. 

PHILADELPHIA ADMAN WOULD PLUG $100 MILLION LEAK 

I'hiladeliJhia agencies must "go out alter big accounts" in order to bring back 
.SI 00 million in billings which area linns annually spend through oiu-ol-tow'n 
agencies. l)a\ i(l W'ernien, president ol Werinen >c Schorr, today (January 21) 
tells that city's C.uild of .\(l\erlising Men at the I'oor Richard Club. He slates 
that .S.")") million in amuial billings haw left Philadelphia since 195,8. 

CAMPBELL SOUP ACCEPTS OFFER TO PRESENT LASSIE IN COLOR 

CBS 'T\''s olfer to originate prograiirs in color during the period 17 February 
through 19 March at a surcharge of .S7, .')()() per hour or ,S4,0()() per hall hour 
has hioiighi res|)()nse from oidy three advert i.sers. Ford and Chemsirand ac- 
cejjted earlier lor Crace Kelly program on 17 February. Campbell Soup is the 
latest and will do l.a.ssie in color during the period, 'Fotal of 12 hours of pro- 
graming and 17 different adverti.sers were imohed in the oiler. 

SPONSOR-WEEK continues on page 50 
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WHAT'S WRONG WITH DETROIT? 



Detroiters are spending some 5 billion dollars 
annually for retail goods and services . . . 9% 
more than the U. S. average. Where does the 
extra money come from? Metropolitan Detroit 
families are earning an average annual income 
of over $7,000. That's up 12% over the U. S. 
average of disposable income per family. 

Here are some more facts to think about. 
In the first 10 months of 1962, greater Detroit 
car sales were up 32% over the same period 
as last year:' Bank debits climbed 20%. Power 
consumption rose 12%,' and-new'building value 
was up 59%. 

How about the future? 

Auto production is soaring to a 640,000 
car December output. October and November 
were two record-smashing sales months back 
to back. The '63 models continue to sell at a 
faster rate than any new model in the industry's 
history. And construction contracts awarded to 
Detroit through October amounted to over 369 
million dollars. If that doesn't show confidence, 
nothing does. 

And if all those facts still add up to trouble in 
Detroit, let's bottle what's wrong with us and sell 
it to the rest of the country. Not cheap, either. 

What's wrong with Detroit? NOTHING! 



WXYZ-TV has been getting the facts to the business world and the 
family for 14 years. If you have a product to sell, WXYZ-TV can deliver 
your message to 1,983,100 TV homes in America's fifth largest market. 



WXYZ-TV 

ABC IN DETROIT 

AN OWNED STATION OF 




AMERICAN BROADCASTING-PARAMOUNT THEATRES, INC. 

SOURCES □ Sales Management Survey of Buying Power, June 10, 1962. □ Department of Economics and Research Greater Detroit Board of 
Commerce, November 29, 1962. □ Sixth Quinquennial Survey of the Detroit Market Copyright. 1962 □ Automotive News, December 10, 1962. 
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$111 

an hour 

staffs your station 

with IGM 
SIMPLIMATION 

Get the details! Find the way to bigger 
audiences, lower costs, higher profits with 
unparalleled flexibility and consistently 
better sound. Write for free folder, "The 
Sound of Money." 

I G M SIMPLIMATION 
p. 0. Box 943, Bellingham, Washington. 
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BACKSTAGE 



by Joe Csida 



I 




Farewell and good luck 



1 1 miisi li;n e been soineiiine in 195'{ or \9'yi 
liiai I leli my post as editor in diief of The liill- 
boord for ilie se(onil lime, and set up my own 
mnsif |)id)iishing;. talent management anci record 
and sliov |>rodn(tion operations. It was at that 
time, loo, tliat I l)egan writing Sponsor Backstage. 
\\'lii(h niaives it eigln or nine years. A lot of 
(ohnnns. Some written (hrougli the wonderful, 
exciting days of niy own companies' first big rec- 
ord hi(>. "Santa Haby." and "Green Door," and the kaleidosi opic 
days and nights ol (onnnuting between New York and Ghicago to 
produce the e|)isodes of the Eddy y\rnold t\ film series; and a 
hundred and one other eniergeni ies and crises all of us who work in 
any area of showbiisiness experience. 

.Xfany a sponsor deadline day I was hard pressed for the time and 
tlie freedom of mind to do liofkslagc, but always I got it done. That 
held through tlie years imiil 19G(I when I left my own enterprises 
and look on the assignment of vice president in charge of eastern 
operations for Clapitol Records. That was even more time and 
(hought consuming, even more demanding and energy-draining ilian 
running my own funis. And still I managed to do the piece. Hut 
now that I'm back in iny own businesses, those I ran prior to leaving 
for (Capitol, and involved in several new projects I've coukk ted since, 
I find the pressures reaching the point where I am (uining oiu 
some Sjxiiiifir Harkslagcs, with which I have not been particularly 
j)leased. 



The time is ripe 

When John Mc.Millin resigned his editorship, I thought perhaps 
it would he a good time to consider discontinuing the Backstage 
chore. Xornian (ilenn and I discussed it, and as it tinned out, new 
editor I>ob Giebe had some interesting new a|)pioaches to cohnnning 
himself. All of which would consmne considerably more research 
and writing time (han I'm able to spare. 

So I say a reluciant goodlnc to sponsor's readers. I hope that some 
of them got as much pleasure oiu of reading some of my pieces as I 
got out of writing them. I hope that every now and then one of the 
columns was of teal help. I am grateful to Norm Glenn and all o£ 
his associates at sponsor for supplying me the Backstage plailorni 
all these many issues and for never once refusing to pidjlish niy 
oj)inions even on those occasions when they were diametrically op- 
|)Osed to the notions of sponsor itself. 

I will, of course, continue to panic ipaie in the broadcasting and 
advertising scenes in my own fashion and my own areas, and I hope 
my paih will continue to cross that of the several Innidred sponsor 
leadeis whom I consider personal friends. To them and all the 
others. I want to say goodbye for now, and good luck for the 
future. ^ 



mm m market 
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JOSEPH E. LEVINE'S "HERCULES" SMASHES ALL QPPQSIIION 



IN RACKING UPALL-TllillE RATING HIGH ONWOR-TV! 



This is the highest rating in history for any single motion picture 
presentation on the New York station. "Hercules" overwhelmed 
all competition with 46.1% of the viewing audience according 
to Nielsen Station Index. The 35.1 average quarter hour rating 
exceeded that of the three major networks combined in the same 
time slot 7:30 to 9:30 P.M. Friday, January 4th. 

This is the first of the thirty-three motion pictures purchased by 
WOR-TV, Channel 9 from Embassy Pictures. 



NOW AVAILABLE FOR THE REST OF THE UNITED 
STATES FROM EMBASSY PICTURES CORP. 
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KPRC-TV SELLS SO MANY HOUSTONIANS, A 
BLOODHOUND COULDN'T FIND THE ONES IT DOESN'T! 

No "lis" about KPRC-TV. KPRC-TV keeps Houstonians tuned to 
Channel 2 up to 27 hours a day! And not just by tricking them 
with hoopla and gimmicks. KPRC-TV helps persuade all Houston 
—all day and night. That's selling power! KPRC-TV is the neatest, 
fastest/ easiest-to-use salesman you ever laid hands on. Try great 
new KPRC-TV selling! 





<1 



Represented nationally by EDWARD RETRY and COMPANY 
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Interpretation and commentary 
on most significant tv/radio 
and marketing news of the weak 



|{ase rales in national 8]><>t tv may not change niiicli during 1963, hut youMI 
prohal>ly gee more unorlho<lox methods of selling. 

And the reason for this is two-fold: (1) the wide tlisparily of the level of niglillime 
ratings among the three networks; (2) the volatile nature of the audience as ex- 
emplified so frequently between rating periods. 

An unorthodox selling method that could make headway before the year ends: sul)ject- 
ing specially-priced paclvages to wide orbiting of the spots into different ]>ositions 
on the schedule by time of day or night or day of the week. 

Under this sort of flexibility the key words are accumulate*! circidation and undii- 
plicatcd homes reached, with an implied guaranteed cost-per-thousand. The con- 
cept is totally alien to the traditional fixed spot but it shouldn't be confused with the run- 
of-schedule strategem. 

In its essence the orbiting, or rotating, sci.edule is not exactly an innovation. A couple 
of the NBC TV o&o's tried this but held off exploiting it in depth. 

On the other hand WCBS-TV. New York, has been selling a dispersion plan, which is 
quite kindred to the allout rotating package. It's done well with it. 



The annual battle by NBC TV for that $20-million bundle of General Foods 
billings has started and the pitch is described in that network's circles afl being 
so "terrific" as to give GF much reason for weighing this one against the ac- 
count's position at CBS TV. 

It may be said that jiever in the history of air media has a network advertiser been 
able to sit down at the bargaining table with the cards stacked so much in his favor. 

Probably as important as the money involved is the fact that General Foods exercises 
controls on such top programs as the Lucy show, the Andy Griffith show, the Danny 
Thomas show. And next season it will add the Phil Silvers show to its roster. 

On the other hand, General Foods has three going on CBS TV which are controlled by 
the network, namely. Jack Benny, I've Got a Secret and Gunsmoke. 

Lucy, Griffith and Thomas have been in the top ten throughout this season. 

P.S. : At NBC TV this General Foods drive is referred to as Project January. What 
NBC TV puts up to sweeten the pot will obviously depend on how much it wants the prize. 



Preeminence in a field can often sprout problems from those that share it, 
and this observation has promise of becoming quite applicable to CBS TV and 
its affiliates. 

The network's frolic with this season's ratings is showing up in the market rating books 
and CBS TV aflUiates are citing their rating advantages on the local front as good 
and reasonable cause for the network to grant them rate increases. 

The impression gained by such petitioners so far is that the network will hold fast to its 
policy against wholesale increases and will only consider those isolated cases that fall 
within the purview of the established formula for determining increases. 

The formula, administered by a committee consisting of Bill Lodge, Carl Ward and .lay 
Eliasberg, is deemed by CBS TV affiliates generally as uncormnonly hardnosed. 

Spurring the request for hikes, in part: the 5% cut in daytime station compensa- 
tion imposed by the network last year. 
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Benton & Kowles last week performed an exercise in rating computation from 
wliicli, it reporte<l, there emerged the finding that on the basis of an average of the 
Oclolier II through December NTI's, B&B had more shows than any other agency 
ill both Top Ten and Top 15. 

In the Top Ten classification the agency credit totals were: B&B, 5; Y&R, 4; Bur- 
nett, 2; J. Waher Thompson, 2; Compton, 2; FC&B, 2; L&N, 1; Esty, 1. 

In the Top 15 summary the tallies came out: B&B, 6; Y&R, 5; Burnett, 4; 
JWT, 4; FC&B, 3; Compton, 3; L&N, 3. 

The averaging up of these five Nielsen pocketpieces (the October II report, incident- 
ally, being the first Avith all the season's series, projected these as the Top 15 for the period, 
as figured by B&B: 

1. Beverly Hillbillies (34.1) 9. Gunsmoke (26.9) 

2. Candid Camera (31.0) 10. Jack Benny (26.1) 

3. Lucy Show (29.6) 11. Dr. Kildare (25.6) 

4. Red Skelton (29.3) 12. Dick Van Dyke (2.5.3) 

5. Danny Thomas (29.1) 13. What's My Line (25.0) 

6. Ben Casey (29.1) 14. Ed Sullivan (24.8) 

7. Bonanza (28.2) 15. Hazel (24.1) 

8. Andy Griffiilh (27.6) 



Judging from reports coming from secondary as well as key markets, it looks 
like the major reps have geared their solicitation for tv stations to the highest 
pitch in years. 

The pitching gentry seem convinced that quite a numlicr of stations are examining 
their representation studiously, primarily with a view to reevaluating how their particu- 
lar station or market fits in with the combined list of the present rep or some prospective 
rep firm. 

In other words, a rep's prestige, manpower and organizational efiBciency are all of ut- 
most importance but there is also this element to conjure with: is his list an easy one 
for him to work with in the initial calls for avails and scrapping for business. 



It's obvious why the scramble among spot tv buyers for late fringe minutes 
has become more lively than ever: the audience between 11 p.m. and 1 a.m. this 
fall took quite a hike. 

In fact, last November, according to Nielsen, the homes view'ng between midnight and 
1 a.m. were 946,000 more than there were for the like month of 1961. 

Here's a comparison for the past two Novembers of the homes using tv between 11 p.m. 
and 1 a.m.: 

TIME SEGMENT NOVEMBER 1962 NOVEMBER 1961 

11 p.m. -midnight 28.9 28.4 

Midnight-1 a.m. 17.5 15.6 



Tlie twin directorial setup of Young & Rubicam's media department ended last 
week with the appointment of Warren Bahr, a v.p., as head of the department. 

With the resignation of W. E. (Pete) Matthews last July department top authority was 
shared by Bahr and Joe St. George on a senior media director basis. 

St. George will remain in a media managerial capacity and he'll also be No. 1 man on 
media computer applications with the title of director, something for which he's got quite 
a flair. Both Bahr and St. George are still in their 30's. 
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The 1963-64 tv network selling season oflicially opened lust week witli u peren- 
nial rituiil that's somehow akin to the President's tossing out the first hall to mark 
the opening of the Washington Senators' season. 

The ritual among the networks: calling upon the Detroit autoinotives to relate what 
shows are in prospect for the fall and find out what those customers have in mind. 

The Detroit visitors: Tom Moore for ABC TV; James Aubrey and Bill Ilyland for 
CBS TV; and Waher Scott, Don Durgin, Walter Gross and Chick Avery for NBC IT. 

During the course of the call Moore informed Chevrolet that ABC TV intended to retain 
"My Three Sons" in the Thursday 9 p.m. spot regardless of whether the GM division re- 
news for the series. 

Indications are that Chevrolet will continue with ''Bonanza" and stay with CBS TV, per- 
haps fattening its obligation to more than a half-hour weekly. 

Agency people last week must have misunderstood the message conveyed to 
them about "The Nurses" and "Twilight Zone" by CBS TV salesmen. 

How the pitch for participation in these two shows was interpreted: in order to fat- 
ten up clearances, the network was toying with the idea of offering stations minutes 
in the pair for local sale. 

What the network said the message merely intended to convey: "Nurses" and "Twilight 
Zone" are available for minute buys. 

Background: the periods occupied by the twosome had been preempted by scores of 
CBS TV affiliates for their own programing. 

Whitehall (Bates) is pulling back on nighttime network tv, with the result that 
on ABC TV, starting in April, it will be down to a minute on the "Untouchables" 
and an alternate minute on "77 Sunset Strip." 

The American Home division, like Colgate, will meanwhile collect compensatory min- 
utes on the "Jetsons" due to a clause in their contracts which stipulates an average de- 
Bivery of 15 million adults. Both orders were for 26 weeks. Colgate continues beyond the 
26. 

A development of the past week that tv network advertisers and agencies can 
be expected to follow closely is the $452,000 performance of contract suit brought 
by ABC TV against the Kemper insurance group. 

The actual focus of this attention will be the adjudication of the defense entered by 
Kemper, namely, that the network violated the contract when it used the show Kemper 
was on for a crossplug promoting a competitor's program, Nation<vide Insurance's 
Howard K. Smith. This will make the first court test of that issue. 

Kemper dropped out because of its objection to Smith's Nijton show. 

Proctor appliances (Weiss & Geller), which has been relying heavily on tv in 
recent years, is all set for its network spring promotion.. 

This time it's using 48 daytime minutes on NBC TV, with the appeal principally at 
gift buying for weddings, graduations, and anniversaries. 

Proctor's other annual splurge in tv takes place before Christmas. 

General Electric is exploring some program ideas for next season and it'll 
likely make a decision this week on a successor, if any, to True on CBS TV Sun- 
day nights. 

BBDO is the agency of record and program recommendation for this period. 
GE, incidentally, has been a consistent Sunday tenant since 1954. 
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Timebuycrs, SPONSOR-SCOPE has been liearing lately 8oiiie coniplimeiilary 
tilings about you from tv rep salesmen. 

It's been to this effect: 

• You're veering perceptibly away from numbers and hence are encouraging the 
seller to become more creative and provide you uith lots of supplementary data. 

• The frenetic approach has gone largely out of your buying and your sharpened 
eavviness shows up in your deeper examination of audience composition, image of the 
station, adjacencies and commercial content. 

• You've become particularly sojjhistirated about your buying into film features. 
Past or current numbers aren't as important to you as the library or actual feature that's 
slated for scheduling during the run of your order. In other words, you've become quite con- 
versant with the films on the market and how long they've been around. 

Put down J. Nelson Prewitt's Matey (John W. Shaw) as another case of the ad- 
versity that befalls a high-riding tv-oriented product when a giant competitor exerts 
the full power of its advertising weight, packaging ingenuity and distribution ad- 
vantages. 

This time last year Prewitt was spending at the rate of S2 million in spot tv. That 
allotment is pretty much down to a trickle, although Matey is still in kid network shows. 

The counter brand responsible for the turn in Matey's fortune was, of course, 
Soaky, Colgate's kids bubblesoap with the cartoon-toy container. 

Blair will shortly be distributing a fancy 54-page brochure, stressing among 
other things what its grouji plan offers as comjiared to the radio networks. 

The brochure will point up the quality of the management of the Blair stations 
and focus attention on their public service aspects. The title: Project '63. 

As an organization, Blair has a big thing coming up in April. It's the celebration of 
its 30th anniversary. Among the highlights is a dinner for its stations the Sunday before 
tlie opening of the NAB convention. 

Add to the latest hypos given spot radio by national advertisers the incidence 
of Ford's (JWT) coming use of the medium on a broad scale to exploit its midyear 
1963 passenger models. 

Tlie highspots of the current season for spot radio include the sizeable schedules put 
out by Sunshine Biscuit (C&W), the alliance by Nestle with the Blair group plan, 
added action from Bristol-Myers and Accent's bolstering of its schedules. 

Another encouraging sign: major advertisers who have heavy stakes in tv are talking 
about coming hack to radio on a product test basis. 

Advertisers and agencies disposed to buying local evening newscasts will be 
interested to know the frame of thinking of a number of CBS TV affiliates in 
connection with the network's intent to expand the CBS News strip to a half-hour 
in the fall. 

On the premise that the combination of local and network news would set rather awk- 
wardly from a scheduling viewpoint, these stations are mulling the expediency of ex- 
I>anding their local segment to a half-hour. 

The proposition, as the experts see it, entails the creation of an entirely different for- 
mula and a considerably added expense, particularly in the area of film news features. 

It would also require a quite different organization of manpower, in contrast with 
that which puts together the 15-minute sequence of news bits, weather and sports. Balance 
and integration would be the key words of the 30-minute structure. 

Likewise contributing to the gravitation toward the half-hour news program: 
continuing pressure from the FCC for more programing of an enlightening nature. 
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First in Hoosier Homes 



Most movies do pretty well on television. Make them good movies 
and they do even better. Add a former Hollywood star as hostess, 
and you have a real winner. 

That's what we have in "Frances Farmer Presents." Fine 
films from Warner Brothers, Metro Goldwyn Mayer, Twentieth 
Century Fox, Seven Arts, and Republic . . . with "program 
notes" by charming Frances Farmer, one of Hollywood's leading 
ladies of the forties. 

Miss Farmer does more than just look pretty . . . though she 
does that exceedingly well. She is intelligent, articulate, and 
engaging . . . and her comments and recollections about the 
films she shows and the personalities in them make the films 
themselves far more interesting to her audience. 

And quite an audience it is. We cover a 69-county area . . . 
Indianapolis and its rich satellite markets, where more than three 
billion retail dollars are spent annually. 

A share of that audience and those dollars is yours for the 
asking. Ask your KATZ man! 




TIME-LIFE 

BROADCAST 

INC. 



America's 13th TV Market 

with the only basic NBC coverage of 760.000 TV set 
Owning families. ARB Nov., 1961. Nationwide Sweep. 
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. just like 
any 3 peas 
in a pod ? 




You'll agree it's hard to tell one pea from the other two ... but imagine one in green. 



THERE IS A DIFFERENCE. Give your television commercials the PLUS OF COLOR and see the differ- 
ence! Straightaway your product stands out. Customers see it as you see it— a colorful reality . . . 
identify it the instant they see it on dealers' shelves, in friends' homes. 

Whatever you do— be sure to film your commercials in color. Your black-and-white prints will be 
much, much better. Shades and subtleties will stand out as never before. 

For more information on this subject, write or phone: Motion Picture Film Department, EASTMAN 
KODAK COMPANY, Rochester 4, N.Y. Or-for the purchase of film: W. J. German, Inc., Agents for 
the sale and distribution of EASTMAN Professional Film for Motion Pictures and Tefevision, Fort 
Lee, N.J., Chicago, III., Hollywood, Calif. ■ 

FOR COLOR... |^^^Q<Q>^Q^Q^ 
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MEDIA MEN ON 
PROGRAMING: 



What media men should 
know about programing 



.13 



Eight media men give program pointers 
Buyers must understand public's taste 
Judgment needed to supplement numbers 
Program knowledge can avoid errors 



The media man's lot is seldom a 
tiaiujuil one. What he should 
know about programing is indeed 
plentifid. sponsor last week asked 
a number of seasoned, widely-in- 
formed agency executives to ex- 
press their |)hilosophies and to gi\e 
hints on what a media man ought 
to know or learn al)out the pro- 
gram area and why. 

The most colorful and articulate 
of agency media chieftains, Lee 
Rich, senior vice president for 
media and radio/tv programing, 
Benton R: Bowles, expressed it 
clearly when he remarked that "in 
dealing with network television 
evaluation, which involves pro- 
graming changes, the well-rounded 
media man has learned through ex- 
perience that even the most astute 
application of facts and figures can 
lead to a false conclusion and a 
bad decision." 



The outspoken agency exe< utive 
(he once called tele\ision "the 
himgriest monster that ever de- 
voured script") , said that "in the 
final analysis, the undermining fac- 
tor often turns out to be our in- 
ability to prediit the jjublic's re- 
action to all programs all the 
time." Rich added that Shakes- 
peare summed it up too simply as 
"the play's the thing." 

"In entertainment media today, 
casting, direction, and production 
values, etc., can contribute im- 
portantly to the end product," 
Rich declared. "The good media 
man, therefore, realizes that he 
must familiarize himself as much 
as ])ossible with the programs in- 
volved in his evaluations. He 
should at least be familiar with the 
basic jjremise and princijial casting 
of a given program. He should 
then be able to relate this informa- 



fti the f iiifff analysis, 
the undermining f tic- 
tor often turtts out to 
he our inability to pre- 
dict the piiblie's reac- 
tion to all proyrums all 
the time. 

Lee Rich 

Benton & Bowles 



A good tiniebuyer 
must know and under- 
stand programing be- 
cause he is actually in 
ihe forecasting busi- 
ness ... if a buyer uses 
ratings as his only 
guide, he tcfll often 
finii himself inlsgitess- 
ing. You can't siittply 
project into the future 
numbers out of the 
past. 

Stanley Newman 

Hicks & Greist 



He inust be abf« to 
make judgments on the 
relative impact value 
of the ^editoriaV con- 
tent of programing in 
the same manner that 
he judges print piib- 
lieatioits, one to the 
othev- 

Michael Donovan 
BBDO 
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Top media men view timebuying problems and other 
media objectives in relation to program content 



cioii witli wliaitvcr historical data 
Iiis many sotiiccs may pioxidc in 
oriler to nai row down the [xitc-niial 
lliat a program might ha\c in the 
context ol its position in the tele- 
vision sfhedide. lie should seek the 
jiulgineni, ad\i(e, and (oinisel ol 
people trained lo exahiate pro- 
gianis lioin an a|)pe.d and ledi- 
nical point of \ie\\' and use their 
judgment as part of the overall 
ex'ahiaiion." 

Programing knowledge. As Mi 
chael J. l)f)no\an, \i<e president 
and media manager of IJIUX) piil 
it, a media man in today's adx'eriis- 
iiig world shoidd know as nuich 
as possible about programing. 
Donovan, who ( ame to lUiDO from 
15S:1> wlicie he was \i(e president 
and associate media diiector, ob- 
served that "piograming" is the 
"editorial" of the broadcast me- 
dium. 

A media man unist ha\e the 
ability to judge, or estimate, the 
probability of a show type to cor- 
relate most favorably with an ad- 
vertised product f>r service piofde, 
according tf> Donovan. 

"fie must be able to make judg- 
ments on the relative impact \alue 
of the 'editori.d' content f)f pro- 
graming in the s.nne mannei that 
lie judges print piiblii ations, one 
to the other," Donoxan asseited. 
"1 hese re(|iiirements are .'miplined 
by the fact that a great deal of net- 
woik pindiasing is being based on 
'media' considerations as a lesult 
of the high level of network s( alter 
plan sides — situations where the 
program is pack.iged with the fa- 
cilities." 

Esthetic appreciation, flu- pm- 
diiciion of telex'ision programing 
always h;is been, and is, the func- 
tion of the agency's lelexision pro- 
gi.nn department. Philip ( . Ken- 
ncy, vice president and media di- 
lecioi of Reach. Mt Clinton R.- Co.. 
conmienied. IJiit ihis does lux mean 
chat .1 nic<lia man does not lia\e 
an esthetic appreci.itiou of pro- 
gram \;diies, he noted. 

"AVilb tod.iy's method of buving 



and selling television — that is, par- 
tic ip:itioiis in iietwoik picxlmed 
shows — final dec isioiis are based on 
mediii \;iliies as well as creatixe or 
showmanship wiliies," Keiiney said. 
"It isn't necessary foi- the media 
man to know the acting ability ol 
the second lead or the talents ol 
the writing team, but he iiuist know 
the public's laste lor program 
types and, specifically, the nu;dia 
\aliies in teinrs (jl demograpliic 
aiiclience c hai ac leri.siic s." 

What is the profile? Many cpies- 
tions al>out programing confront 
the agency media man. Max Teiid- 
ricli, executixe vice president and 
director of media, Weiss & Gellcr, 
told si'o.vsoR. "In addition (o the 
progiain r.iting, loo leligioiisly 
referred to in connection with con- 
sideration of a television program, 
a media man iiiiist delve into the 
program proper and get answers 
to numerous cpiestions," he said. 

In 'rendiich's opinion, a media 
man is confronted with such 
c|ueries: "What is the profile of the 
\ iewer, si/e. income, sex/ 'l"o what 
group of \iewers is the piogram 
directed.- How do the commercials 
fit into the program? Are they back 
to back or separ.ited-' Will they be 
led into l)\ the program personalitv 




LEE RICK 

Sniioi I'.j). fill ineilin t' railio/h' jiiograin- 
iKj;. Uriitoii & Howies 



Ol" abruptly cut away to? Are there 
o[)eniiig and dosing billboards? 
What are the com|)etiiig |)rograins? 
How strong <jr weak is the pro- 
gram that piececles oi lollows? Is 
the ]>rogr:iin part of the mood or 
block programing of the network 
for the particular period of the 
day? Does the program have con- 
tinuity of characters or is it a new 
situation with new characters each 
week? How m.iny ol the programs 
are originals? How many repeats? 
Does the series ha\e sulficient basis 
t(j last h)r more than one year? 
Is the show live? Or taped? ()i on 
fdm? Is the star available foi li\e 
commercials? Is the star axailable 
for merchandising? Can the spon- 
sor be identified on the set? Do the 
viewers already own the product in 
the client's category?" 

Program compatability. "If it can 
be assumed that the niedi.i buyer 
has Ix-en fullv informed and is 
familiar with the marketing objec- 
tives for his client's product or 
serxices, he is then in possession 
of such facts and figures as the 
consumer profile, difTerences of 
geographical importance, the hea\y 
ccdisiimer group, and ihe primary 
consumer initiator to purchase 
motivation," William C. Dekker, 
\-ice president and niedi:i director 
of Fletcher Richards, Calkins S: 
Ifoldeii, Inc., observed. 

"These factors .are available (a) 




MICHAEL J. DONOVAN 



I'll I' jiresiilnil anil mrilin manager 
lUilH) 
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tliioiigli ilie siij)|)licr ol tlic iclc- 
visioii j)i'()gr;iiii and/ or (I)) liis ow n 
lesenicli fncilities," Dckkcr ex- 
plained. "Alilioiigli not loo readily 
:ivailal)le, a valii;d)le nieasnre is llie 
factor of |>rograni C()iii|)atal)ility 
witli products, i.e., tlie climate oi 
receptivity in wliidi tlie conniier- 
cial i.s televised and received. Steps 
have i)een taken toward the goal of 
deterniining this conipatal>ility, l)ut 
many of the coiiciirsions have been 
after the fact and, therefore, re- 
main to a large degree a matter 
of professional assessment." 

Buying programing adjacencies. 
Commenting on the all-important 
question of what a media man 
should know about |)r()gramiiig, 
Zal Venet, |)resident of the \'enet 
Atlvertising Agency, Inc., said tiiat 
a media director should know a 
great deal because he's not really 
buying time per sc, "he's buying 
programs, or more usually, |jro- 
gram adjacencies." 

Specifically, Venet's media peo|jle 
try to cover the following pro- 
graming criteria before the buy: 
1) The prrsoiinlitirs (The best 
talent establishes a rap|)ort with 
the audience) ; 2) The character 
of the progrntniiig (It is important 
tiiat the program policy recogni/e 
that most goods and services are 
sold to adults; 3) The image of the 
station (Does tiie audience feel 
that the station is concerned about 




PHILIP C. KENNEY 

Vice president and media dinrtor 
Reach, McCAinlon 



its wellaie? Does it make an honest 
ellort — not just tiie lidlillmeni ot 
the recfiiirements — to interest iiseit 
in the ailairs of the coninnuiii) ?) . 

"A good nieclia buyer should 
have a soimd working knowledge 
of programing," Stanley Newman, 
vice president in charge of media. 
Hicks S: foiest. Inc., said. In to- 
day's market place the average 
i)u\er |)lays a lelatixely sniall role 
in the selection and rec onnnencla- 
ticjii of new buys, according to 
Newman. Tiiere are, howe\ei-, in- 
stances when a buyer will help pre- 
pare such a recommendation. 

in the forecasting business. "A 
good timebuyer must know and 
mulerstand |)rc)graming becairse he 
is actually in the forecasting busi- 
ness," Newman continued. "A spot 
buyer selects certain stations or 
spots for his client i)ecause lie ex- 
|jects these spots will deli\'er, at a 
given futine date, an audience of a 
certain si/e and type. .\s a guide 
in making these selections the 
buyer has ratings which indicate 
a past history of audience delivery 
for a time periotl and for particidar 
|)rogiams. If a buyer irses ratings 
as his only guide, he will often fmtl 
himself nnsguessing. Voii can't 
simply projec t into the future num- 
bers out of the past." 

Same as in print. It is essential 
that the media plainier have a 
knowledge of network television 




MAX TENDRICH 

I'.xe< iitive i'./>. and director of media 
Weiss ir Geller 



]>ic>giams lo the same degice as 
an\ oiliei nieclia vehicle that is Icj 
become part ol a plan, Kobei t L. 
Faust, media gioup snjx-i \ isor, 
(".ardner /\cl\ertising, St. l.ouis, 
told si'oNsoK. l-'aust said that in ad- 
dition to evaluating cpianiitati\e 
data such as cost, audience si/e, 
and composition, etc., the media 
man "siiould be in an iidoimecl 
position lo render a piofessional 
opinion in the cpialiiaiixe aiea of 
en\ iioniiieiital coiiipaiil>ilit\ not 
niilike his evaluations on the siiit- 
abilitv ol editorial en\ ironinenis ol 
print nieclia." ^ 




WILLIAM C. DEKKER 



]'iee president ir media director 
lletcher Rirliards. Calkins ■> Holden 




ROBERT L. FAUST 

Media jiroiip supervisor 
(, ardner id.'ei lisinn 
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An automated 
station processes 

a spot 



Quality at a price: National aiheriisor dI an ex- 
])eiisi\c prt)(liici seeks an ll|JJ)el■l)laci^el au<lienie, 
wiili an inieresi in music. Tlini's why Sieinway 
now is using Ini siaiions in 35 niaikeiN, in liie 
fourili yeai ol a canipaij^n iliai's bieailiing new 
lile inio a giaiui old |)iano. .Aliliougii the making 
o) uniM( is an indixidnal an, its i^romoiion iias 
|)hinged Steinway into a nieriiani/ed world: tliat 
ol the automated radio si.iiion. A (iO-seiond sjioi 
on \\'1.()L-FM, in the Twm Cities, will he "sjjok- 
en" b) a nuuhine reading oil a tape. Hut getting 
tlie message on air takes a lot ol human elfort. 




ILoi.il (li'.ilcr Kohcrt Sdmiiti (r) maps (aiiipai<>n at sta- 
. Iioii. His luiisii trade in iMimicapolis is aiiuiii<; nation's 
U'li l)ig<;cst. Station pres. Larry Hentsoii (1) and nij^r. Tom 
Kiihcn pi()|)ose a live-part sdiediile, with Christmas push 





(.leiin C>oiil(l records at New York smdio. Commercials 
arc huilt aioiuid .uiisis who use and ciidoise -Sieinwav 



5, 



Ayei agency oveisces recording; annoinicci Cy llanice 
use;, "inslrmiicut ol iunnortals" tag created in 1020's 
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2H.im\ programiiif; is iliipcd from ic-touls to t.ipe 
. Ill Wasln'iiglon licadquailcrs of Herit;igc-1GM Co. 
Tape service cnriclRs programing on small slations 
by giving tliem aciess to a lil)raiy of 30.000 recorils 



6\\'L()L announcer Jolni Knight blends phig for lo- 
. cal dealer with tapes from Heritage and Steinway 



Quality with economy: Although most am aiul fni 
stations now tise semi-automatic e(jiiii)nicnt in 
some part of their opeiation, few ;is yet aie as 
completely automated as VVLOL-FM. Station has 
only two full-time staffers, jjIiis two half-time help- 
ers from its am sister. Presiileiit Larry lleiuson 
claims that heavy use of jjre-recorded ])rograms 
means "we have been able to maintain high stand- 
ards of quality with a |)roduct that is not easy to 
see. At the same time, we've stayed in the black 
financially (on-air, 1957) by avoiding costly 'ex- 
tras' and by selecting our objectives carefully." In 
addition to its advertisers, the station also makes 
money from midtiplex service to subscribers. 
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3(.om|>lete(l music tape-, aic ready for shipping to station. 
. Nine iwo-hom lapes aie b.ukbonc of <nie dav's ])rograin 
ai \VL()l-,-K.\l. allhongh \<h\\\ liv< shows also are iinporlanl 





7Clinn Scirmiit sees Aiiipcx reel coniaining Iris si)Ots; 
. fairri)aign rinrs li\e tiiries weekly throiiglioul llie year 
helps lo promolr lotal aird \isiting syiiiplroiiy orclieslras 



8 



Local ineidrandising pays: Steinwav reports 
. "good .sales orr Itrr; we're expanding tire ellon" 





New show has proved that format plus show-biz appeal 

Aluiinii /■im is iipw show on \IU . foi ( v.maiuid. I'rixliircr Jolui (. Icary (1, with in.(. \lcl <illrcy) also developed 

Collrgr Itowl for (.L. /iin\ fonn.it is similar bin lias adult p.iiiclisis: ii stiesscs cniert.iimuem as well as erudition 

Cyanamid steps into network tv 



^ Chemical giant slashes its print budget 
► $500,000 test with new ABC show 
^ Corporate I.D. coupled to a hard-sell 



Aiiici'ic.iii (.saiiainid <i(K en i.siiii; 
iiK)\e(l ill a new dircciioii last 
week as ilic (■()in])aiiy laiiiiclicd 
$|>(>ns(>i shi|> of a ])i()j>i;iin on AISC 
JV to sell l)oili ((>i|)()iaie image 
;iii(l jjioducis. 

Tlioiigii nioiic)'s no ])i()!)lciii 
(AC is a to]) 100 advcMiiscr), die 



(liciiiicd ,i;i:iiii t lio.se lo fiiiaiuc lis 
iv \(Miiiire l)V slashing a budget 
])i e\ioii.s!N carniarkcd for iiiaga- 
zincs. 

Tlic ( liange is signiluaiii, l)e- 
laiise a |>riiiie C^yaiianiid o!)jc'cli\c 
is lo cicd a (otporaie ninbuila 
undei wliicii i(,s di^i.si(>lls max sell. 



I his of package is \\"hai na- 

lional niaga/ines daiin ihey host 
delixer. 

The ]K)ini is being tested in a N- 
wcck run on A15C, Sunday alicr- 
iiooii, l:.'?0-5 ]).ni. (Ilioscn \eiii(lc 
is brand new: Ahnn)ii I'iDi, a (jiiiz- 
enicriaiiiineiii siiow built specific- 
aiis lo AG's needs. 

A direct sell. Those needs dc- 
niaiid a sii|>eri(>i aiidieiue. iiu hid- 
ing ( (jinnuiniiv leaders, i)iiis a 
lieallin leax'Ciiiiig of \ouiig folks; 
ihc \\'holc with an a( (i\c iiiteiest in 
higher ediuaiioii. \'iewing lia.s not 
oiih to be n])])ei -dome, but also big 
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enough to nctoinplisli a direct sell. 

l>y developing its own proginni, 
plus a canny tiincl)uy on AWC, ilie 
company lioj)es lo inaicli partway 
toward these mixed objectives on 
an initial budget of aiound $')()(),- 
000. (^lyanann'd's corjjoraie ad di- 
I'ector. Wari'en Iliglmian, says the 
campaign "looks like it'.s doing 
cverytliing we'd hoped for." 

One of those h()j)es is making the 
parent as familiar as its produits. 
Cyanamid earned $050 million last 
year (as the 7;{rd largest U. S. com- 
pany) . yet is almost unidentifiable 
by the average consumer. Hut the 
same consumer's daily life is but- 
tressed and supported by AG's basic 
contributions to his feeding, shelter 
and clothing, and his physical well- 
being. 

His food is nourished by Cyana- 
mid fertilizers and protected by AO 
pesticides — a grouj> promoted via 
the nation's biggest farm-ad budget. 
(See SPONSOR 5 February 1962.) 

His suburban ranch-style is built, 
held together and tinted with AO 
plastics, laminates, and paint-bases. 
His wife goes shopping in a dress 
made of acrylic fiber (Creslan) ; 
unj)acks the groceries on a decora- 
tive laminate sinktop (Formica) . 
His children are j)rotected against 
polio and measles by Lederle vac- 
cines and. whenever anyone gets a 




Return to the pitchman 

Stnn(l-U]> .scUiii!; I)\ Bill Shipley will 
aid new syiulu-lic. ( Aailainitl is l)U(kiii<^ 
still compctiiioii of <il(lcr du Pont fihers 



shot of antibiotic, chantcs are one- 
in-three it'll be from the same lab- 
oratory. 

The ad problem. Produc is which 
are themselves a household word — 
such as Formica — have little con- 
sumer association with (Aanamid. 
I'his is a j)art of the athertising 
j)roblem. I>eyond it again is the 
vast world of industrial and organic 
chemicals j)r()duced by AC as the 
raw material for all .\mei"ican in- 



(histiv. As lai as ilie uliiniate con- 
sniiiei is ( OIK enied, niosi ol this 
prodiK lion is anonymous. 

(^yanainid's new i\ siiatcgy hopes 
lo lemedy hoili of these (feleds. 
'ra( ti(s call lor a ( oinbinatioii of 
"look at us" (oiporaie adxcriisiiig, 
hypoed 1)\ \igoions, haid-scll com- 
mercials lor I he beiier-kuown (on- 
sinner proihnls. Ad director High- 
man believes thai one band will 
rill) ihe oilier, with AC benefiting 
from ihe viewer's discover) that tlie 
sprawliiig chemical (omj)lex has a 
direct daily meaning for him, and 
some ol ihe individual products 
also ge.tiing a new glanioiir-b\- 
assoc iaiion. 

"The last ihing we want," savs 
llighman, "is some son of pie-in- 
thc-sky for (A'anamid. 'This is a 
hard, cold, commercial j)rc)perty." 

Some of the products lo be 
boosted are Melmac dinnerware, 
("reslan fiber, and Formica. Con- 
(ej)is to be (leveloj)ed include AO's 
involvement in public health, basic 
research, and industrial service. 

Double objective. The company 
is thus using television lo jnomote 
itself in some bitterly (ompetitive 
areas (direct consumer opj)onents 
include Monsanto, du I'ont, Allied 
(Ihemical, W'estinghouse, St. Regis, 
I'fizer — all users of airiime). 

It's also trying to salve some pain- 



Tv share of Cyanamid's ad spending is growing steadily 



Total measured 

media spending *Net tv **Spot tv Total tv % tv 

1958 $5,308,963 0 $200,510 $200,510 3.8 

1959 $5,469,766 0 0 0 0 

1960 $6,578,043 $280,976 $ 50,770 $331,746 5.0 

1961 $6,603,521 $724,052 $ 47,970 $772,022 11.7 
1962 

(9 months) N.A. $630,367 $ 32,370 $662,737 N.A. 

■Source: 'r>U;LNA-BAU. * Suutce. 'IMi; Uorabaugli. 
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Brand names help make company understood 

Promolioii of well-kiiowii li.mu's. like Formica, ilocs more tlinij sell |>jt)(lu(t. 
'I'if-iii to (orpoiaic advi-rlisiiig helps cicaic sharper iinaj^c of (^yariainid ac liviiie,s 



full) sensiiivf rcj^ions (like all ma- 
jor (Irii^ inamifaciincrs, A(; is still 
Miiaiiiiig from lect'iit KTO and 
Congressional probes: anil is acuie- 
K aware that lis ioni|)lcx aciiviiics 
loiK li governineiu and (onnnuniiy 
lile at aIniDsi e\ery level). 

To pull oil this (loul)le-lica(ler, 
ilie New |ersey ( or|)(>raiion had 
oiiginally |)lanncd ti> invest about 
SI ,<)()(),()()() in (()i])oiate advertising, 
l-ast year's sdiedide included ads in 
The Xrw Yorker, S^aliotial Gro- 
gr<if)li'tr, Siienlific Aincrirati. Wall 
Sticrt Joiirtidl, and lioirnu's. T his 
ycai, ai)out half ihe same kitty is 
Ix'ing invested in the (irst. trial nm 
on tck'\ision. and prim |)lans are 
being kept lluid mitil some broad- 
last residts are in. Though no one's 
saying, the bet is that Cyananiid 
will renew and maybe boost its tv 



budget for the second half of the 
year. |)io\iding hopes aie realized. 

liy |Kirt icipatioii in the l l-\veek 
run, .\(] divisions get network cx- 
|)osin'e that wouldn't otherwise be 
possible. Formica already has a 
total ad/sales promotion budget of 
aroimtl .S2 nn'llion; (^rcslaii isspend- 
ing about S'i million (has yet to 
(at(li u\) to some (ompetitors. in 
consiuner identification), and Mcl- 
m.'ic has about 51 million. 

((acslan was promoted on tv last 
year b\ |)arti( ipations in (^{.S' Eyc- 
uiilnrs.s.) 

'Fhese ilivisional a|)propriations 
are not affected by the new corpo- 
rate campaign. lUit for the cfjui- 
v.dent of a few percent of the divi- 
sional budgets, each product gets a 
cra(k at network time — and a 
shar|)eued edge in mcichandi.sing 



its product to dealcis. 

Program format. There's no 
benefit, of (oursc, iniless the new 
show clicks. Alumni Fun has two 
teams: each is a mixed hag of 
notable and known ex-studcius. In 
last week's |)reniiere, ((nnmentatoi 
Howaid K. Smith, novelist (Charles 
Dufoiir, and tcnnist H;nn Richaid- 
son (Tidaiie) were matched against 
loothaller Fddic l.eHaion, Chock 
Fidl O'Xuts v.p. Jacob Rosenthal, 
and U.S. Aliin Diicc tor, Eve Adams 
(Cleorge Washington) . 

Any resendjlance Ijctwcen Alumni 
and (ieneral Klectric 's Cnllrgc lUnvl 
is strictly c]elilx.Mate. Cyanamid was 
impressed by (iK's success in attract- 
ing a selective audience and in sell- 
ing both |)rocliicts and a corporate 
peisonality. Alumni is produced by 
|olm (bleary, whose package com- 
pany also conceived and delivered 
Howl to (;F. ( Fhe client brought 
in the show to .\l\C Alumtii ap- 
|)ears one lioin ahead of Bowl; in- 
terplay of audience on AM', and 
Clli.S will be matter of intciest to 
both networks. A recent analysis of 
n<m<l\ audience comjjosition was: 
12^;, inider 12 years; 10%, I.S-17 
years: 20";,, to i'J years: 40 
years :md over.) 

Campaign plamn'ng is handled 
by IJancei-F'it/gerald-.SanipIc agen- 
cy, through accoinit supervisor Ray 
Ciorski. (^yanamid's SI ,750,000 agri. 
cidtmal chenn'cals accomu was 
gained by Dancer, from C&W, in 
l!)()l: corporate advertising also was 
shifted to the same sho|) from Krwin 
Wasey Rutlnaidf &: Ryan in a later 
mc)\e. 

Breck acquisition. Cunently up 
in the air arc other big broadcast 
accoinits, which may shortly come 
from new divisions of Cyanamid. 
Fhe company is negotiating for the 
Xcw England toiletry concern of 
fohn H. Hieck, and also is trading 
for the Dmnas-Milner Corp., Mis- 
sissippi-based manufacturers of 
household preparations Copper- 
Glo, Perma-Starch, and I'ine Sol. 

'Fhe Breck lines, via Reach- 
.\lcClinton and N. \V. Ayer, spend 
()()",', of their ad budget in tv and 
have S'^ million riding on AliC's 
Cwoitig My Way .scries (see sponsor, 
[Please hiui to page 49) 
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Broadcasts to originate at '64 Fair 



^ World's Fair to have 26 origination points 
>- Tv/radio advisors directing installations 



Leiidiiifi; origination ])oint (or 
s|)et i:il television ;ni(l niilio |)ro- 
grams in 1961 antl 1965 more than 
likely will be the billion-dollar 
W'oritl's Fair in Flushing Meadow, 
New York. This deve!o|)nient has 
been made |)ossible by tlie coopera- 
tion given i)y the World's Fair. 

Antl to fa(ilitate handling ol 
radio and tv |)rogram,s from the 
fair groimds, a TV-Radio Industry 
Committee to the World's Fair, 
working in an advisory (a|)acity, 
has heljjed bring abom tlie most 
extensive arrangements for (over- 
age, imlike tiiose tievelojied for any 



|)rcvi<)us fair. Starting from srratdi 
two years ago, tlie intliistry group 
has jjioneered in four areas with 
World's Fair executives. They are: 
engineering, o])erations, labor re- 
lations and programing. 

26 basic points. As a rcsidt oi 
these combined cllorts, iv Ijroad- 
(asters and advertisers will have at 
least 26 origination ])oints on the 
fair groinids where color mobile 
imits tan be brought to ])resent 
"live" broatltasts. In atldition to 
the 26 basic origination |)oints, it 
is also expet ted that some major 
exhibitors will establish origina- 



tion poniis. 

vVinoiig major advettiscis who 
will have exhibitions are: llrowii k 
Williamson, Ford, (Jhrysler, Cener- 
al .Motors, Cota-dola, tin lV)nt, 
(ireyhoimd. IJ. .S. Rubber, .Seven- 
Hp, RC:A, General Klectrit , S. C. 
Johnson, Eastman Kodak, l'e|)si- 
(.'ola, .Stott Pa|)er, and f)thcrs. 

William Herns, vite president, 
(onnniinicitions for the Fail, 
worked in t ()o|)eration with the ad- 
visory (onnnittee for the industry 
headed by fieorge Meineniaim of 
.\BC. In atldition to the three net- 
works, the committee also includes 
re|)reseiitatives oi the iV. \. Tele- 
phone Co., WINS. W\E\\^ 
WXVC, and WOR, Xew ^'ork; 
\\^\T) r, Newark, and the H.S. In- 
foiniation Agency. In atldition lo 
the fidl indirsiry group, a ".\IiiuUe 
(PIrnsr turn lo pnge 19) 



m 




TV-Radio Industry Committee to World's Fair 

Ciiairiiiaii — Ciii>orj>'i' lloiiioiiiaiiii IV'ICC 
Koc'orfliii;>' .secretary — Freilerick J. Seiiiihiiiaiiii ABC 



Heine.nann 



ABC 



Irving Novick 
Frederick J. Schuhmann 
Joseph E. DeBonis 



CBS 



Walter Pierson 
Robert Wilson 
"Biff" Bates 



CBS News 



A! Raymond 
Don Hamilton 



NBC 



E. Stolzenberger 
George Heinemann 
John B. Rogers 
Stan Aiges 



N.Y. Telephone Co. 



Raymond F. O'Pray 



WINS 


Bert Cowlan 


WNDT 


G. Edward Hamilton 
Richard Heffner 
Frank Leicht 


WNEW 


Lew Hicks 
W. D. Kelly 


WNYC 


Seymour Siegel 
Henry Wei 


WOR 


George B. Riley 
Orville J. Sather 


USIA 


Howard Maier 
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tr- 

1. The idea takes root 

Maiiofi .i^ciic\ c\c(iitivc> Oil ilit HcK acioiiiii 
i^iitlier ai tlif Kelsolliccs in Philadelphia lo ih's- 
(ii^s .1 coiniiicrcial for (Jciitle I'els liijuul dciei 
};ciit. \bovc arc (clockwise) Ken ClarKoii. 
senior \ p., nrroiint siipvsr.; Grant Keelcr, Fels 
procliut siipvsr.; Jim Har\e), agciio presidiiii; 
Richard K. \Ianofl agency founder and chair- 
man; Jim Milne, Fcls maiia};ei, promotion and 
plainiing, loin Suaii, a.e. (hack to camera) 



At 2 p.m., Wednesday, 16 January, a 20- 
secoiid C.eiiilc Fcls coimiicrcial ap- 
peared on ^VjBK-T\^ Detroit. From 
the first tiisciission ol tlic idea to the 
ap})c.iraiice ol ilic f oiiiinercial on the 
television screi ii more than 100 peo- 
ple wi re invoh cti at Fels JL- Co., Kich- 
ard K. ManolF advcrtisins; a^cnc\. 
Olnistead Sound Studios, Robert 11. 
Klaeger (dm producers, Storer Tele- 
vision Sales, and tlie station. 

The story heiiiiid tlie production 
of the announcement and the organi- 
zation and work in\olved is told 
through i>ictines. The people and 
the companies are spei ific, but tlu se- 
fpience of cre.it ion, the vast number 
of i)eople, the amount of planning, 
and tlie months of work nece.ssaiy be 
fore the 20 second spot a|)pears in tlie 
tv home, are universal. 



Creating a commercial 
for television 
from start to finish 




2. The creative department is informed 

Hack al ihi a!;cnc\, copv mipciAisoi [oini C-ook (I) looks ovci liic 
hion.nlil back hv lorn Swan. .\l.n kclin,!; ol)jccli\ es, irc.ilne ,!;o;ils 
hndgc'i, clficiniiiuil ni I'hilaclelphi.i. act as i;uiclc'liiu's lor interpret 



3. 



laiis 
and 
at ion 



. Storyboards are begun 

Avery (^liciiowelh, l\ ait dircrlin -piDchicci on the lets account, sketches 
the plan as Cook esplains proposals. Clicnou-eiirs assistant, Tliayei Kice, 
looks on. \l.mv ideas are worked on hc-lore the ■iiorjboard is completed 
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4. Experimenting in the agency with still camera 

Clicnowcdi (lies out sonic ideas by iisin<; ag( ncv phoionrapliic ci|iii|)nicii(. \ lrgiiiiii (..iiinoii of ilic inillic tlfij;irtiiiciu 
doubles .IS hand iiioircl. litre slie sliows llini Cenile I'cis is easier on liaiitlN Xew ideas ma) lesuli from (iiis iiieiliod 




5. Agency proposals are approved 6. Timebuyer checks availabilities 

Pels exeruiivcs and Atnnolf adonni men nieei aj^ain lo ^'olan Toro, timebuyer at MaiiolF, checks nvailabiliiies. 

s;o ()\er creative sugsesiions of the a.neiKv. Kceler and While (onimertiai is in pro<Ui{lion she wiH work with 

Mihie (1) of f-'cK dis( uss a point wiiii [ini Harvey (siand- the media director and (oniplete orders to the networks, 

ill"), agency president, who also acts as (reaiive diiector stations. Gentle Pels used about 175 stations in 1962 




7. Agency president writes music 8. Ahead with production 

Lyrics and musical arran.^enients are conceived by liin After ilic musical arrangements are completed, thev are 

Harvey and worked out witli Ralph lUirns. noted ar- recurded along with announcer voice at a sound studio, 

ranger of "\o Strings." "Little Me." oilier IJroaclway hits Ohnstead engineer (r) works with agency producer 
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Production, media planning 

may take many weeks 

and involve scores of people 



3. The filming is begun 

DiicctDr ol (ineninto,a;rn]jli\ Id) Robert 11. Klacsci 
^^soci<ltes (i) diNciisM's film let lini<|iii'.s lo be used 
for (leiitle l*els spot. Clieiioueih < hecks liglii tmiirast, 
Mjdiit six uit'lvs ;iie ie<iuire<l lor filiiiiiin;, editing 





10. Completed commercial is presented 

At :i;^ciicv screening room the finislied 20-secon(l coiiiinercial is 
sliowii lo ihe (iieiit before it is sent out. Films are then mailed lo 
st.itions ihimigh tnillic depaitnient and scheduled for appearance 



11. Stations receive films 

rihns of the commercial airive at the 
stations and are filed. Looking over the 
film above is Seymour (Hap) Eaton, 
general sales mgr., W'JKK-TV, Detroit 



12. The commercial appears on tv 

Mother and children waidi the Gentle 
Fels 2()-sc<.ond commercial. Seated are 
Mis. Helen Fai is and her two children 
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SPONSOR 
INDEX 



M^resented here is sponsor's semi-annual index 
itemizing for quick reference articles that ap- 
peared in the last six months of 1962. Wherever 
possible, articles have been cross-indexed and 
story headlines reworded to guide the reader to 
his source. The index which covers the first half 
of 1962, January through June, appeared in 
SPONSOR 16 July 1962. 




Issued every 6 months 

2ND HALF, VOLUME 16 
JULY THROUGH JUNE, 1962 



ADVERTISERS 

(ieneral 

Product protection: WUC-Bati-s till 2 July. 

Fall tv s,ponsor!'liip: participation types 9 July. 

Product protection: tA's 1.) inin. stand 9 July 

Recall not tied to media (Look nia<!a/ine) IC> July 

All lax write-offs. 4A's (|u<rles .. ... 23 July 
Oas/oil: industry's problems a bonus for radio/tv. 23 July, 

Trading stamps: S&H-Plaid battle 23 July 

NAI{ Radio Code: aid to advertisers. .. 23 July, 

Net tv sales: fragmentation . ... 30 July, 

Autos: Detroit's '62-'63 outlook . .30 July. 

Tv kid show problem .6 Aug.. 

Ruying trends for fall 13 Aug.. 

Radio/tv test markets ■62-'63 27 \ug.. 

Ratio niglil-tinie spot vs. single spon'ior . 8 Oct.. 

Radio/tv out front in ad tactics _ . 5 .Nov.. 

Citrus: tv adapts to F\a. citrus problem 12 Nov.. 

Airlines: Eastern's ad plans . . 19 Nov., 

Cas/oil: Esso trouble with contract renewals 17 Dec. 

Television 

Sports/football: sfjonsors, package prices 9 July, 

Public service: local and spon.sored 9 July. 

.Metrecal: ad strategy, dignified comm'ls 9 July, 

111. Hell Telephone: basketball builds image ... 9 July. 

Ideal Toy campaign .... 9 July. 

Campbell Soup in net daytime 16 July, 

Telstar: sponsors of specials _ . 23 July 

Cas/oil: industry's problems, bonus for radio/tv. . 23 July, 

Trading stamps: S&II-Plaid battle 23 July. 

Alberto-Culver ups tv spending 30 July 

Ceneral Foods: CBS special used as trailer 30 July, 

Insurance: fall net programing 30 July. 

Autos: Detroit's '62-'63 outlook . 30 July. 

Autos: new models on color tv 30 July, 

Cigarettes: fall participations 6 Aug. 

G>lor tv: use by advertisers 6 Aug., 

Shavers: ranking share of market .. 6 .\ug.. 

Ice cream: Foremost via GB&B ... 6 .\ug.. 

Soft drinks: Pepsi in Virginia ... _ . 13 .\ug.. 

Net tv sponsors, record no. in '62 ... 13 Aug., 

Autos: no. ccmm'l minutes. 4th quarter . - 20 Aug. 

Drugs/toiletries' wkly night participations 20 Aug., 

Public aflairs show-s: advertisers . .20 .\ug.. 

Insurance: Metropolitan Life, etc. 20 Aug., 

Food: industry breakdown, night participation . 27 .\ug.. 

Food: Heinz baby food on spot tv 27 .Vug.. 

Specials: sponsors, costs, 3 nets 3 Sept., 

Finance: savings & loan assn. sponsors _ 3 Sept.. 

Soft drinks: Sprite (Coca-Cola) on local tv 10 Sept.. 

Cas/oil: buying patterns change „ 10 Sept.. 

Cosmetics/toiletries: sales up with tv spot 17 Sept.. 

Cen. Foods: spot tv expenditures. _24 Sept., 

Motorola changes image _ 1 Oct., 
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Furex women's specials 
Brcck Iv strategy 
Colgate revamps. >pen(liiig 

Rexall Ic sales 

General ^'(l(>ds flatus 

Grove lahs; liow it clears railin/iv copy 

Colgate outlay for CongCftaid . - 

Autos tops in local Iv tTvB) 

Sucrets big tv ilrivc 

Rexall success story 

Gen. Mills & Maxwell 35 jr.-. with net^ 

Gulton fla^lllite sales up 

Woo<lwar(l & l.othrop uses tv image 
Spot tv: 15 top users in '(>2 
Dailiy Painting: local liousepaiiiter on tv 
Advertising olisolcsceiicc vs. new products 
All)crto-Culvcr'>. tv -uccess formula (V'()5) 
Supermarkets: local Iv ca^c history (TvR) . 
Sealtcst: trying to buy local rates, radio/tv 
Starch-spray coinpetition on tv 

Kudio 

Travel/airlines: Eastern's "Flite Fact.s" 
Carpet .shop: fm advertising a success 
Soft drinks: No-Cal fattens up on radio 
Banks an<l radio a<lvcrtisiiig (ItAB) .... 

Hold: radio brings full house 

Cosmetics: .Avon back to radio . 

Beer: Ilamm's in-park baseball listeners 

Autos: radio, dragnet for Chevy sales . 

Airlines: why spot radio can help 

Beneficial Finance radio strategy 

Autos: why spot radio can help 

Grove Labs: how it clears radio/tv copy 

Drugs: why spot radio can help 

Magnavox-X.VFMB plan starts today 

ITall St. Journal on radio to reach commuter 

Sleepmaster radio campaign 



AGENCIES 

Batcs-WltC tiff: product protection 
Agency personnel switch to rep firms 
4A's stand: product protection 
Account switches, 1st half '62 . 
Timebuyer writes oriler, what next? . 
4A's (lucries on ad tax write-offs . . 
Timebuyers coloring hook 
Timebuyer pro: how to spot one . . 

Detroit auto agencies, execs 

Media re.searcliers: duties dehne<l 

Buyer's changing role 

Timebuyer, how lo train 

Adman in 1972 Oiumorous) 

Traveling unit: Y&R 

San Francisco's ad worKI 

NI,&B rediscovers radio .. 

Timebuying; brother act (I'falls) 

Timebuyer reveals his gripes .. . 

Agency jobs for grads 

y&R computer story 

Advertising employment agencies 

Timebuying: 10 big changes 

Timebuying: the job market .. . . 

Computers pro and con 

Advertising scene in I,os Angeles 

Time cost estimator vs. computers 

Y&R: spot buys by Univac computer 

Agency rising cost, falling profits: 10 years 

Oimputers vs. buyers in spot tv: Y&R 

10 best agency-net negotiators 
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17 Dec, 
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3 Dec, 
10 Dec, 



p. 31 
p. 35 
p. 3.-> 
p. ,59 
p. 39 
, P. 9 
p. 41 
p. 38 
p. 39 
p. 31 
p. 37 
p. 40 
p. 37 
p. 12 
p. 38 
p. 41 



2 Julv. p. 27 

2 July, p. ,36 
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17 Sept., p. 36 

24 Sept., p. 34 
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29 Oct., p. 29 
19 Nov., p. 40 
26 Nov., p. 22 

3 Dec, p. 29 
3 Dec, p. 25 

10 Dec, p. 20 
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\gency; big account switches of '62 
1%2 timebuyer activity 



BILLINGS/COSTS 
Television & Kaclio 

Net day tv vs. magazines 

Schick's $4 milli(m push ... 

1st quarter '62: food up in net, spot tv . 

New CBS ilay discount structure 

Sports/football: sponsors, package prices 

Product groups: 1st quarter '62, net 

NBC's new day pricing 

XAB sees '62 profit recovery, radio/tv 

Insurance tv ads, "62 1st <piarter 

AI'.C's flat day rate 

Top 100 advertisers .spent $1.7 billion, '61 

(las/oil: top firms, 1st (juarter '62 

NBC revised rates: prices for scries 

Autos: nifg. spending in "6l-'62, 1st quarter .. 

Late night sponsors: 1st quarter 

S|iot paper sy.stems, analysis 

Oil/Shell: spending 

(Cigarettes: fall participations 
Kid shows: package prices, 3 nets 

Cost per hour to watch tv 

Trading stamps, 1st (juarter '62 
Sports/golf: package costs, '62-'63 
Auto: CM in tv vs. newspapers "61 -'62 
Revenues up, prohts down (rising costs), '61 

Top 50 s|)ot tv markets (FCC '61) 

Tv siH.t up 19%, 1st half '62 

Top ,50 markets: tabulaticm 

Spot spen<liiig/tv family: market variations 
Coinparagraph: night fall net programing 
Spot spending up, 2nd quarter '62 

Commercials: residuals raise costs 

Net daytime: gross billings Isl half '62 
Tv net billings 1st 7 mos. '62 .. 
Tv billings specials '61 & '62 . . . 

Computer: Y&R media buyer 

.Major tv spenders 

Net and spot tv buys rise (charts) 

Spot tv rale increase 

Computer favor local spot tv ads? . 

(!BS tv daytime rate rise 

Y&R computer 

'61 S '62 tv night show comparison chart 

(Computer news &■ facts 

AfiC rate rise 

Sealtest local vs. national rates 

Int. r.atex spot system 

Network billings rose 13% in 9 months 

Brand leaders hillings . 

100 top spot advertisers '61-'62 

Tiq) 10 agencies in '62 

Radio/tv billings up in '62 ... 
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BY-LINES 

John Crichton ( lA's) : rebirth of radio 2 July, p. 40 

James Alspaugh (H-R Reps): cornering bigger radio 

budgets _ 2 July, p. 65 

Clifford Barborka. Jr. ( Adam Young, Inc.) : salesman's 

opportunity to create 9 July, p, 65 

Emanuel Lazar (Communications Industries): WJR7, 

programing 16 July, p. 65 

Rol M*rt Richer (Richer Reps): radio & special 

programing 23 July, p. 65 

.Martin Nierman (Petry Co.): tv in 1970 30 July, p. 41 
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Il'ir<iul Ir ( n. aIii t' r:i(ii(i ii rt i<' r;i niiiiu i(ir 








( iwwt'X fill *i< 1 v'<*r 1 1 >> 1 Ti (r :■ 


9 July 


!'• 


35 


|)<*Opl(* 


,'M) July, 


!>• 


(>'i 


f (ililtii le t'trti><l in v.\t'Ti'f\ 

l> IU|lt II 111 Sl< It \' 


16 July 


P' 


19 


f^1iii-i<>k; \l Aii-inic f r\ 1 ^ri trill till rl<~ktf>lt:l * r't<li<~k Imi<iL*«. 








Fill uiidirnrc: car tn\ii(T> (<,>\|( sludy) 


11 A .. 

\.\ Aug., 


P- 


I).) 


full liolcl 

lull imii 1 — . 


6 Aug., 


p. 


.19 


^ 111 v>. am: >r'I counts in top I.') iiiarkc'I*^ 


17 Sept., 


P- 


*> 1 


Ward 1<. Quual (WGN) i can America do too iiiiidi 


? 6 Aug. 




69 


Ala^^navox iiivrsis 5l.>u,L'(K) ni iiii 


2*^ ()i:I., 


I'- 


.'J.'l 


Ot'oiT Stirling ((>K(^AI) r i)iisiii('ss loiins to students 


6 Aug., p. 


69 


?elhiif; p(nv('r> oi tin: Kod Kiicksoii 


3 Dir., 


p. 


20 


Arthur llaiiicll ((^onim*l Producers): boosting nal*l 












spot rodii) 


13 Aug., 


p. 


69 










John \'eckly iW S. Steel) i faitli in iidvtg. needed 


20 Aug., 


p. 


•11 


GENERAL 








M. K. Ki(*linion<l (\\ A1KX> : piil)lic service shows 














good ... 


20 Aug., p. 


69 










Howard K. Smith lAUC TV): tv in 1970 


27 Aug., 


p. 


41 


l3illin^s I Spol pii p<*r '■V'«lf*in'», a nai is 


."50 July 


P' 


37 


Robert W. Ferguson (WTRK-IA'): compulrrs and 








IVo. of tv spoiwors lii>t 3 yciirs 


8 Oil. 


P* 


25 


station probb'nis 


27 .\ug., 


I'- 


69 


1 )oil^('r^, iFi<inI<f lO sponsors 


8 Oi t. 


P- 


.36 


Bert Claster (producer) : local live sports 


3 Sept., 


ll 
I'* 


69 


StoftTi l*uls(;',s mail of tin; y<;*ir 


22 Oct. 


P* 


30 


W. K. Miksch: If Hollywood did "The FCC Story" 


10 Sept., 


!*• 


31 


i o^t of a(]v(*rti^in|i^ to c<hi-'*i inner 


22 Oel. 


11 


32 


William Wallace (Adam Young) : radio a must in 








World Sprigs playofT (^Nicl^^nt 


5 Nov. 


P- 


21 


your budget 


10 Sept., 


V- 


68 


Itl^A 7t li niiniinl iii<3<>t ! ti it 
Ul i.\ llll ullllUul lllt^l 1111^ 


5 .\ov. 


P* 


34 


Perry S. I'ry (\^'(;MS): capitol's market for high- 








1 l/iu.' itlfv Ic Vr\;iiiih,ii rii;irL'i*l 1 S**(> ^■ti'fi'il l£ciit*i>l 

litVVV I'l^ In .^|lullj>ll lllul^t 1 ^'^TJV >IJit./l(ll 1?>I1T>/ 


5 Nov. 


P- 


39 


brow music 


22 Oct., 


P' 


72 


AI ark^t profile r a <i<*fniiiioii 


12 Nov. 


n 
I'- 


27 


William .S. Tollman (Goodson-Todman) : game shows 






Anvprtwinc nnn ndpiitfr nut li<ire 

JlUtCJlll^ill^ CtllU IJlli ^Ih« UL1I1I1'13 


12 Nov. 


P* 


30 


a safe bet _ 


29 Oct., 


P- 


66 


V lU^VIulf^ IllJn l^l..ul 1 1, > t IIUC^ _ 


12 Nov. 


!*• 


32 


John Downey (WCAlI): numbers game poor 








l'riv';itf* vc nntwttinl Itrnn/ic 

1 1 I^UlC^ V 3* llulliillul III U ■111?' 


12 Nov. 


P* 


33 


yardstick 


5 Nov., 


P- 


78 


1 iiv'pri 1 fit n c cfprip in 1 i\ ^ \riiri*l<>^ 

.ilUl^ltl^Jll^ Jll ■ ^ jlll^l it? 


19 Nov. 


P- 


40 


Perry S. Sanniels (WPTR) : our kind of station .. 


12 Nov., 


P- 


66 


1* arm radio/tv (irofile 1962 


i^OV. 


P- 


O 1 


Hartley L. Samuels (WKAZ) : Pni the new Tod 


19 Nov., 






Culligan, Jo6: **I*it*as<' say it ain't so, Joe!*' 


ct Dec 


P- 




Storz! 


P- 


71 


**BencIimark research" iiietliod of goal setting 


In ri ~ 

10 1 )(!C. 


P- 


38 


Philip D'Antoni (Mutual IWcstg. ) : radio — current 








Promotion, what hnyers think of it . __ 


In fi .« 
lU I lee. 


P- 


/In 


listeners facts 


21 Sept., 


P- 


66 


10 best agency-lift negotiators 


17 Dec. 


P- 


27 


William K. McDaniel: what NBC wants in audience 






Hfdsidc Xi'lwork run hy volunteers 


.17 Dec 


P- 


34 


measurement 


26 Nov., 


P- 


66 


Non-man of Year award 


21 Dec. 


p. 


36 


Irvmg Schwartz (KUI)L): radios prime audience: 














20-10 yrs. old 


.. 3 Dec, 


P- 


61 










Dan Ingram (WABC) : how to choose right air 








1 clevisioii 








personality 


10 Dec., 


p. 




& eomni'I tvr l^ilkiiigtoii Keport 








1 f*i^iinr/l 1 av'in 1 Alik#>rtrk.l iilv'<=>rl * <~kiir Iv cii^^i^cc 
l-dC^l7llcll tl Lia till ' /» ll*lllVV>lll»d / • UUl 1* SUI^I^ t^s^ 








2 July p 


. 8 


formula 


10 Dec, 


P- 


35 


1 * lUril? 11) Iv lO iJlilltl aUUlClll.C9 . -- 


9 July 


P. 


41 


W. B. Lodge ({M!S(: commercial volume control 


10 Dec, 


P- 




Alarketing \ use of tv coverage areas 


23 July 


P- 


19 


James Beach (Foote, Cone & Belding) : some advice 








(.^olor tv & auto industry 


30 July 


P- 


35 


to reps 


17 Dec., 


P- 


7J 


I.,ate night tv in liigh gear 


30 July 


p. 


35 


Chas. Colledge (RCA) : color technical advances 


31 Dec, 


p. 


1 


Prediction; tv in 1970 (Xierrnaii) 


.30 July 


P- 


41 








U. S. tv: Baruch (CBS» defends 


20 Aug. 


P- 


10 










Prediction: tv in 1970 ^Howard K. Smith) 


27 Aug. 


p. 


41 


COMMERCIALS 








Alarketing: tv areas etpial sales areas 


3 Sept. p. 


27 










Tv market rankings aiialy.*>is 


17 Sept. 


P- 


41 


Int'l Advtg. Film Festival: U. S. wins 


. 2 July, 


P- 


.30 


^*pot tv : prime ZO." 


24 Sept. 


P- 


15 


Prime time 20s: good tv buy (CBS TV) 


. 2 July, 


p. 


12 


Tv ; fund raising for muscular dystrophy 


21 Sept. 


P- 


30 


Carson's credo for comm'l copy 


9 July. p. 


28 


Denver l)ank million-dollar clieck promotion 


24 Sept. p. 


32 


Dignified conim'ls: Metrecal ad strategy 


9 July, 


p. 


30 


Educational tv: X^'NDT 


1 Oct. 


P- 


12 


Recall not tied to media (Look magazine) .. 


16 July, p 


. 8 


Sjjot tv : toys force deu<lline 


.1 Oct. 


P- 


19 


$75 million tv comm'l industry 


. 16 July, 


p. 


25 


\mrf> Iv (Mkllnr^ frtr t*iiifillf*r mm'K c t>i 

.Vlt.^it. iV lilrlitli^ V\j\ ?IIIhII\.1 lllCtilVt^l? 


1 Oct. 


P- 


29 


Comml's taped in stereo 


.16 July, 


P- 


19 


Tv rile raise bv TBS & XBC 


15 Oct. 


p. 


11 


Beer: Carlsberg comm'ls via Weston 


30 July, 


p. 


33 


W m-lrl tv 9 riv'i^r 1 1 in cr 
(tfjllU I* di.ltt^lll!*lll^ 


22 Oct. 


P- 


14 


LD.s, on the way out? . 


6 Aug., 


P- 


42 


Tv and 'VNA 


5 Nov. 


p. 


25 


RKO gets BAR seal on program tapes 


13 Aug., 


P- 


44 


Aiilfic Iaiis in l^enl IV ( Ix'iit 


5 Nov. 


P. 


29 


Tv copy points test (audits & surveys) 


.. 20 Aug., p 


. 8 


I l^gyildLKs. dll ii.iij emit ie*iew 


12 .Nov. 


P- 


22 


Announcements gain from spot rise. 2nd qlr. '62 


3 Sept., 


P- 


U 


Aiilf^k* tv lirealrnfiix-Ti in 196y 

/lUIUS. l» IJl CdMlU VI 11 ill U\Jim 


12 Nov. 


p. 


19 


Costs: residuals, fair or foul? _ 


.10 Sept., 


P- 


27 


^i.r\r\ t It.' tfifttliall aii^li^i,^^ nv^rao'*^ lelmrit 
,^ll(lll>. |\ lllUlllulI dUUICIlLC uveid^v. \(.liail/ 


12 Nov. 


P. 


21 


Huff comm'l for Stevens slacks _ 


24 Sept., 


P. 


37 


1 1 iSS-i » 1 Allll irdCdS 


19 Nov. 


p. 


11 


Piggybacks 


1 Oct., 


P- 


60 


IV; lop siories oi jedi 


24 Dec. 


P- 


22 


Spot tv buys 


1 Oct., 


P- 


67 


/\ppralSdl OI LOKll l> IIUINIl 


31 Dec. 


p. 


23 


Yogurt uses humor 


. 8 Oct., 


P- 


39 


VjOIOI iV sei Sdies Icdl.i1 Illllliuil llldllv 


31 Dec. 


P- 


25 


Chevy six-minute commercials 


. 8 Oct., 


P- 


46 


l^cal color tv shows 


31 Dec. 


P- 


37 


Tv commercial monitors . .. 


15 Oct., 


P- 


40 


What's new in color commercials? . . 


31 Dec. 


P- 


4.1 


Testing device 


19 Nov., 


P- 


19 


Color technical advances 


31 Dec. 


P- 


52 


Testing here to stay 


19 Nov., 


P- 


31 


Color tv facilities at stations (table) .. 


31 Dec. 


p. 


52 


Who's to blame for noisy commercials? 


.10 Dec, 


p. 


29 


News censorship: JFK, Minow support Hagerty 


26 Nov. 


P- 


12 


FCC inquiry into loudness 


24 Dec, p. 7 


,\udima.x: program-commercial balance 


26 -Nov. 


p. 


20 


What's new in color commercials? 


.31 Dec, 


P- 


•13 


Multi-station markets, effect of a new station 


26 Nov. 


P. 




FM RADIO 








Radio 








Admen talk real fm dollars 


. 9 July, 


p. 


32 


Spoken words worth more than 1,000 photos 


2 Julv 


p. 


39 


Growth & audience studies (Pulse, MPl) 


... 9 July, p. 


32 


Renaissance in radio (Crichton, 4.\'s) ... 


2 July 


P- 


40 
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\,.t I -iM>l >al. .- iliiiil. y July |i. 7 

KAIC- (loparliiK iii ^lore .-iiul) 1<> July |). S'J 

lliiw 1 ^latilln furbiil a rale i liii-elfr 23 July p. 31 

Uadio newra.-t v.-. tv .23 July p. 59 

Rank> & ra.li.. a.lvl<:. (R\in 23 July p. 59 

iN'ovflly ra<lios for pionio> 13 Aug. p. 69 

Xal'l >piii nofds huildiiip illanull) 13 Aug. p. 69 

liiiifii) lianneil mi radio, 1\. . Siali' 27 Aug. p. 10 

Ka(li<i°> figure^ (dollar data) warcc 27 \iig. p. 2.'> 

UadioV dollar ilala oaii l)e had if . . . 3 Sepl. p. 36 

I'ronio aiuiil: lakt'ofl on \xi# .'^ally ,3 Sept. p. t.3 

Kadio, a must in every l)u<!get I Wallace I 10 Sept. p. 68 

Radio undervalued illylandi 17 Sept. p. 62 

Radio: radio andiate> .-tiidy iCM.si 17 Sept. p. 33 

Radio «ale«nian (Inniiorou.* piecel 15 Oet. p. 38 

■\utos; why spot radio can help 22 Oct. p. 37 

How to sell local radio 29 Oct. p. 36 

Shortwaving li. S. private programs globally 5 Nov. p. 30 

ARC radio & Sindlinger . 19 Nov. p. 12 

Tiniehnying ealculat(U- for ^pol radio 3 Dec. p. 34 

.>^pot radio's top ."jO nlarket^ — t'ilC data 10 Dec. p. 14 

Kadio: top stories of year .. 24 Dec. p. 26 

GOVERNMENT/INDUSTRY GROUPS 

1A'«: product protection 9 July p. 7 

NMi: (^.oldherg joins as research director 9 July p. 10 

FCC opposes rejieal of sect. ,315 16 July p. 8 

N'\li sees "62 proht recovery for radio/tv 16 July p. 10 

JA's: ad tax writeoff . .. . . 23 July p. 8 

.N \l> Kadio Code: aid to advertiser? .23 July p. 37 

N \l! Radio ('ode of C.ood I'racticcs . 23 July p. 37 

FCC: lalieling foreign propaganda . . 6 Aug. p. 7 

ln<lu:?try iniagi- Imilders: lA's. AN\. .13 Aug. p. 31 

N.\Ii. TK) .. . 20 Aug. p. 27 

.NAI! (^odc: hard li(|Uor account,- and coniin'ls _ 20 .\ug. p. 62 

If llollyw<H(d did the "FCC Story" ... 10 Sept. p. 31 

("•as/oil: tv coniin'l lime .1 Oct. p. 21 

RTKS becomes I UTS . . 1 Oct. p. 33 

Industry government ad investigation 15 Oct. p. It 

FCC: grip<' about piggybacks 22 Oct. p. 22 

FCC! gives new quick action 29 Oct. p. 12 

N.\li outside research 29 Oct. p. 12 

FCC & Philco 29 Oct. p. 51 

AN.\ & tv 5 Nov. p. 2,'. 

IMggybacks: an N \1! (.lode revii-w 12 Nov. p. 22 

Collins" cigarette talk rocks tv advertisers 26 Nov. p. 11 

(;.\IA"s Paul Willis startles Tvl? mend)ers (speech) 26 Nov. p. 27 

Kdilorial re: I'aul Willis" speech _ _ 26 Nov. p. 29 

"Intelligent .Man's Guide to Rroadcast Ratings" 3 Dec. p. 30 

Editorial re: Collins tobacco speech . 10 Dec. p. 33 

""Defining Advertising Goals," .\NA . _ . 10 Dec. p. 38 

N. Y. Co<U' .Authority oflice reviews ad content 10 Dec. p. 51 

Collins" plans f<u- NMi Code, re: tobacco, etc. . 17 Dec. p. 11 

ANA <lisciission of creative management 17 Dec. p. 33 

FC(' apiMiintnient of Kenneth Cox 17 Dec. p. 55 

Govt.: 1962 <iiiiet hut not clidl 24 Dec. p. 30 

NETWORKS 

CR.S presentation: prime time 20s good buy 2 July p. 42 

Nets urge debates peniling hearings, sect. 315 .9 July p. 8 

.New CHS day disi-ount structure 9 July p. 10 

NliC's new day pricing 16 July p. 29 

20 bright young net execs 16 July p. 29 

arc's flat day rate 23 July p. 7 

Net sales: fragmentation . 30 July p. 21 

NIU.; revi.sed rates: prices for series 30 July p. 22 

No. of sponsored hours, 3 nets ... . 6 Aug. p. 21 

.NIU; TV program posts: new faces 10 Sept. p. 32 



W rate rise o( CRS & ARC Ij Oft. p, l| 

Janiaican tv: .NliC lakes a pan 2ft Nov. p. L-t 

Total network expenditures . 2fp Nov. p. 22 

MiC: audience ineasiiremenl nei'ds 2f> Nov. p. frfr 

Top spenders . .. 10 Dec. ji. 2\ 

NliC: research on oul-of-lionie li,-teners asked 10 Dee. n. 

Network color programing expands 31 Di'C. p. .i! 

NETWORKS-STATION GROUPS 

Keystone Mroadcasting system, farm carrier 26 Nov. p. 31 
Progruiiiiiig 

-■Sports: lop 10, average audience 2 J«l> p. 19 

Housewives, young/old: top 10 night series .. 'i JiiK p, 21 

Tv newsfilm: 1st int'I service 2 Julv p. IV'S 

Section 315 hearings: nets urge debates . 9 Julv p. ^.t 

Public service: local and sponsored .... ^ . . .9 July p. 19 

Top 15 shows: av. audience %, '61-'62 ... 23 July p, 19 

Specialized programing (Richer) . .. 23 July |i, i't 

Special used as trailer by (General Foods .W July p. K 

Films/feature: net comparison 3il July p. 21 

Programing for the people (Neal) '.iti July p. (}7\ 

.Movies: color use ups locally 6 Aug, p, S 

Kdilorial: usage 13 Aug. p. 67 

Public service: good sales vehicles (Richmond) 20 Aup, |j, fiy 

Sports/golf: net lineup '62-'63 l.^S Au«;. p, £j 

Public affairs: increasing popularity _ 20 Aiii:. |j. 32 

Comics up, mysteries down: 3 yr. comparison .. _ 27 Au^, (j. 39 

Specials: sponsors, costs, 3 nets _ 3 ,'^epl, p. 21 

Sports: local live (Claster) _ 3 Sept, p. 65 

."^umnier replacements: ratings _ 10 S'pt. ]i, 17 

(lO min. vs. 30 nun. night, 3-yr. comparison 10 .'^ept. p, Ifl 

Kditorials: radio vs. newspapers 17 .sepl. p. 2ii 

Sponsored hours: 3-year comparison - 17 N'pt. p. 21 

,\ews: audience analysis (7 Sept, p. 21 

Does tv news need the star system? 17 Sept. p, 25 

Radio: editorials international issues 17 Sept. p. 6(1 

Radio: revival of .soap opera _ - 2\ Sept. p, 18 

Tv: Saturday kid.s' shows (chart) . . 21 S-pt. p. 17 

Tv: total daytime comparison '62-'61 ... 24 S-pt. p. 17 

Tv: special changes 24 .'?ept. p. 2:5 

Types and ratings (popularity) 8 Oct. p. 2f! 

Tv exercise programs 8 Oct. p. 42 

NBC TV news programing ... . .. I,'5 Oct. p. 13 

.'syndication: new points ... _. 15 Oct. p. ,11 

Purex women's specials 15 Oct, p. 42 

(^'urrent tv line-up . ... 22 0<t. p. 19 

Tv focuses on youth . 22 Oct. p. 27 

\ctuality specials adv. chart 29 Oct. p. 21 

Rob & Ray on radio again ... 29 Oct. p. .'il 

Public affairs package deals, national 26 Nov. p. 

.\d values good in public affairs programs .. 26 Nov. p. '.Pi 

Replacements & changes in 1962-63 season _ 3 Dec. p. 11 

Network color progranung expands .. _ 31 D<'c. p. ,11 

Nielsen ratings: news vs. holdovers by type 3 Dec, p. 21 

Local color tv shows 31 Dec. p. 37 

REPRESENTATIVES 

KTT\' to rep itself .. . .. 2 July p. 7 

Agency personnel swhch to rep firms 2 July p. 36 

Codel elected SRA president 23 July p. 8 

Rep appidntments: new 3rd stali<ms, billings 3 Sept. p. 22 

Rep firm merger: Venard, Torbet & McConnell 10 Sept. p. 31 

CBS Radio Spot sales: airlines' u.se of radio . 10 Sept. p, 39 

Petry study: cosmetics/toiletries on tv spot _ 17 Sept. p. ,i8 

Reps provide agency rocking chair 21 Sept. p. i!8 
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"I don* t know 
what I * d do 
without you. " 




JACKSONVILLE. FLORIDA 

reached inside Jacksonville expands to a thundering 210 % more homes post-news week 
outside the metro area ! More people. JNIore efficiencj'. More value. ^ J* Jh'°ton*»ost'c'om«°C 



cu^iirff^- liiiv NftT. ft A M toMldoizbt 



Pro up (|iialilii> 8 Oct. p. 11 

T\ \i; >tii(ly brand coiiipari^dii, 8 markets .29 Ocl. p. 12 

J'iaiiii llnillii r- 12 Nov. p. ;'. 1 

RESEARCH & SURVEYS 

I)ciii(i4:rapliic (laid iiii-<lci), liiil Innv? (Tvli) . 2 July p. 7 

Nal'l -p<il -ale- rliiiil)-. radio 9 July ]>. 7 

Tv usa;:!-: a\ /mill., 3 yr. hourly f•(lnlpa^^on ') July p. 22 

Fill fjrottlli and audience i-Uidiei. (I'ul>r. MPI) 9 July p. [V2 

Tv M! sillily: greater lill in iiel day 9 July p. ,'!!! 

Diflereiiee in viewing: non eoo|)/i p homes Id July p. 22 

K M!'> deparlnieiil jlore study l(t July p. W 

Top l.'> ,~liow4: jv. audience 9'. t>l-'62 23 July p. 21 

liadio nett>ea»t vs. IV .. .2,'! July i>. 59 

Hank- & radio advtg. ntAlU 23 July p. 59 

Late iii<.dil: .-poiisor!-. audience Imakdown 30 July p. 35 

Newspaper re*earcli attacks radio/lv ... 30 July p. 39 

Special.-: 30 niin. vs. dO inin.. av, au<l. 13 Au^. p. 23 

Avera<;e p.m. aiulience, 1 year comparison 13 .\iif;. p. 24 

N'ew-paperman replie.- to 30 July story . .. 13 Au;;. p. 13 

Km audience: car owners ((,>\R >tudy) 13 Aug. p. 65 
AKR's new computer data: spot activity, sales areas 27 .\ug. p. 7 

Home- compared: radio vs. tv, Apr., Mar 27 .\ng. p. 22 

Radio'- tiguro (dollar data I scarce 27 Aug. p. 25 

Cliililren: puiclia.-ing inllueiiee & tv . 27 Aug. p. 62 

Computers: eliminate station-iiikt. prolilems? 27 .\ug. p. 69 

Mobile trailer survey- (Tatham Laird) 3 Sept. p. 11 

Tv viewing: av. iiiiiinte, 3 yr. ci>iiiparison 3 Sept. p. 20 

Radio'- d.dlar data can be had if . . 3 Sept. p. 36 

Newspaper- Hunk in Texas survey 3 Sept. p. 42 

Sindliiiger radio net ratings - 17 Sept. p. 21 

Km & am: -el <'ounts in lop 15 markets 17 Sept. p. 21 

Tv mobile unit- I Tatham Laird) 21 Sept. p. 39 

.New iNiel-en report ... 8 Oct. p. 25 

2 set tv homes .-tudy . ... .... 8 Ocl. p. 41 

20 .Milli.m ( lub: 13 tele< asts 15 Oct. p. 19 

.Niel.-en cliait, ipiiiilile viewings 22 Oct. p. 21 

Cost of advertising to consumer 22 Oct. p. 32 

Tv viewing habits of working woman 29 Oct. p. 20 

Daytime tv usage, "62 chart 29 Oct. p. 22 

Spei taeulars, chart '62 -.29 Oct. p. 22 

All male tv shows up 29 Oct. p. 22 

(jimputcrs pro and eon . . 29 Oct. p. 29 

Weekend radio listening sunuy _ .. . 29 Ocl. p. 39 

TvAU study brand comparison, 8 market- 29 Oct. p. 42 

Nielsen Ocl. 1 niglit Iv .5 Nov. p. 20 

.\i< lseii playoll, world series . ... 5 Nov. p. 21 

Nielsen homes reached by tv nets '62 12 Nov. p. 22 

( hart, prime liin< net.- average .... 12 Nov. ji. 22 

W hat is market jirohle? 12 Nov. ji. 27 

AlU; Radio: Sindliiiger llu■etulg.^ 19 .Nov. p. 12 

.Nielsen daytime soaps .... 19 Nov. p. 21 

Nielsen market shares of pi line time . 26 .Nov. p. 21 

Nielsen: tv viewing trends . 26 Nov. p. 43 

.N'i( l-en comparalivc tiiglil study 3 Dec. p. 19 

.Nielsen new show- v-. h(di|o\ers (liy l)pe) 3 Dee. p. 21 
"The Inleliigcnl Man'- Ciiide to llroa<least Ratings" 3 Dec. p. 30 

Nielsen lop 15 nclwoik show- 3 Dee. p. 60 

Iteseareh & coiiiputirs. Madison Ave. opinions . 10 Di-e. p. 22 

Research im out-ofdionie li.-teners asked (NHC) 10 Dec. p. .32 

"Itcnchmark research" aids sponsor 10 Dec. p. 3S 

Nii lsen leporl on audiences, hrsi half 17 Dec. p. 36 

Nii l-i n repoil on audiences, second half 21 Dec. p. 12 



RESULTS 

'r»'l»'visioii 



Hotels 9 July p. 4 

Laundry/dry cleaner 9 July p. 4 

Department store 9 July p. 4 

Klooring: Arinstroiig 9 July p. 4 

Trailers: lieloit 23 July p. 4 

Appliaiiccs/kilchen 23 July p. 4 

llexel \ itainins 23 July p. 4 

I'epsi-eola distributor 23 July p. 4 

Kuiiillure store . .. 20 -\ug. p. •! 

Hardware store .... 20 .\ug. p. 4 

Brookliiie bank .. 20 .\ng. p. A 

l>ra<ly Oldsmobile 20 .\ug. p. A 

Kaclio 

Dairy drive-iiis 6 .\ug. p. A 

Coffee 6 .'Vug. p. 4 

Lincoln-.Mereury dealer 6 Aug. p. 4 

Luxury apartments 6 .Aug. p. 4 

Hell Ohismobilc . . .3 Sept. p. 4 

Nut lirown syrup . 3 Sept. p. 4 

Deparlinent store .. 3 Sept. p. 4 

Slate-wide insurance 3 Sept. p. 4 

SPECIAL SECTION/ISSUES 

si-oNsnit index: 1st 6 months, 1%2 16 July p. 3 

1961-62 TV Timebuyers .Market Guide 17 Sept 

Negro .Market Issue, Part 2 .spo.nsor ... 22 Oct 

How big is the Spanish market? . ..5 Nov. p. 39 

Reps reininde<l of minorities 5 Nov. p. 48 

.\ profile of farm radio/tv in '62 .26 Nov. p. 31 

National sales reps for N,\TUF'D ... 26 Nov. p. 33 

Illinois v.: major in farm communications 26 Nov. p. 2) 

Karm radio ownership % . 26 Nov. p. 35 

Farm radio case history 26 .Nov. p. 50 

1962 Year-end report . 24 Dee 

Color IV . . ... 31 Dec 

SYNDICATORS/PRODUCTION FIRMS 

M(;.M into live tv .... 2 July p. 8 

V. S. jirodiieers v\in abroad: film festival 2 July p. 30 

$75 million tv eomm'ls industry: producers . 16 July p. 7 

Kinir Star tv in syndication ... . . 23 July p. 7 

S\nilic. series (Ripeordt filmed in color 23 July p. 10 

Color use of movies increases locally .... 6 Aug. p. 8 

Radio talk shows: .M!C syndicates .20 .\ug. p. 8 

Tv filmers fight N.M! 24 Sept. p. 27 

Kilm syndication's changing face 19 Nov. p. 31 

Negro tv programs: Patlie 19 Nov. p. 14 

Hope for belter syndie sales (.sponsor Backstage) ... 26 Nov. p. 16 
20th C. Kox movies on NI!C TV 3 Dec. p. 14 

TAPE 

Tape's % of total comm'l budget .. .9 July p. 22 

Tape speed (Conipton & Videotape) 3 Sept. p. 14 

Videotape ups local revenue ... 12 Nov. p. 32 

New tape recorder, the TR-2 3 Dee. p. 62 

UHF-TV 

Slabilit) of channel allocation insured 24 Sept. p. 51 

New ulif stations .22 Oct. p. 14 
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YOU MAY NEVIR EAT THE OLDEST CANNED EOOD 



WKZO RADIO MARKET 
COVERAGE AREA • NCS '61 




BUT... WKZO Radio Moves Shelf Goods 
in Kalamazoo and 
Greater Western Michigan! 

Something to chew on : XCS '61 credits WKZO Racho 
with more circulation than auy rach'o rival in Cireater 
Western Michigan — with 40.4^ more than all other 
Kalamazoo stations combined. 

More food for thought: the 6-county Pulsc> of Sept., '62 
shows WKZO Radio oiitrating all competitors in 358 of 
.^60 (luarter-hours surveyed — dominating all hours 
surveyed, in total listening and adult listening. 

Finally — Greater Wt stern Michigan is a groivth market. 
Sale; Management ha^ predicted that Kalamazoo will 
outgrow all other U.S. cities in personal income and retail 
bales between 1960 and 1065. 

Get all the amazing facts from your Avery-Knodel man! 
^Koasl href canned in IH23 (and salvag^ed from {I. M. S. Fury) was opened in 1958. 




WKZO 

CBS RADIO FOR KALAMAZOO 
AND GREATER WESTERN MICHIGAN 

Avery-Knodel, Inc., Exclusive National Represenlalivet 
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The Future of Your Business 



MAY DEPEND UPON HIS EDUCATION 



The youny: mind which today discovers an old 
principle may someday reveal a new one capable 
of revolutionizing your business and creatinj? 
undreamed of ^I'owth. But this is possible only 
if he sets the finest education we can offer. 

By the time today's youngsters are ready for 
collejje, business and industrial technology will 
be even more complicated and will require many 
more trained specialists. To fill this order we 
must provide our young people with the best 
possible collcKe educations. 



Unfortunately many colleges are already over- 
crowded. In ten years applications are expected 
to double. We will need more and better college 
classrooms and libraries, more efficient college 
laboratories, and additional top-quality profes- 
sors. YoH can help assure your own future bij 
helving the coUec/e of your choice. 

If you want to know what the college crisis means to you, 
write for a free booklet, "OPEN WIDE THE COLLEGE 
DOOR," to Higher Education, Box 36, Times Square 
Station, New York 36, N.Y. 




Published as a public service 
in cooperation with The Advertising Council and 
the Council for Financial Aid to Education 



HIGHER EDUCATION 




KEEP IT BRIGHT 
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TIMEBUYER'S 
CORNER 



Media people: 
what they are doing 
and saying 



It's a real liiippy New \'ciif lor toiiiicr Norman, C.raii; Kiimniel 
buyer Stan Viuliii. Stan, who parted ('{)nipany with N'dJL-K some wccivs 
agf) after a year-and-a-hall hiiying on siicli acioiints as llcri/, kent-A- 
Car, C^hesebroiigh, DoW C'lieniical and Colgate, is active again in the 
New ^'ork timehiiying arena. He joinc<l Hicks X: CIrcist early this 
month. At presstime, there were no commitments as to his (urrent 
accoinn assignments. 

Still on the a\ailability list: Former Hicks Clreist buyer, Mort 
Reiner and Fred Koppelman, last of Elkman, Philadelphia. 

Latest one to join the "at liberty" brethren: Compton's Dave New- 
man. na\'e, who bought on Dinican Hines there, quit the agency early 
last week. 




Dallas timebuyers get the message 

Tracy-Locke's (Dallas) Cleniia Tinkler and Tommy Thompson (r) were first 
to receive personal invitation from Miss KVIL Winter Carnival (1) to partici- 
pate in a ski weekend at Crested finite, Colo., as guests of radio station 
KV'Il., Dallas, .\ssisting in the presentation is KV'It.'s v.j). [oe Wolfnian (t). 

And in the agency-hopping dept.: Donald E. Leonard, former l-'uller 
&; Smith &: Ross v. p., <lire( tor of media, and director of F&:SJi:R Inter- 
national, joined Kudner, New York, as v. p. and media director. Kiid- 
ners new media head was with W. H. Doner, Baltimore, before he 
joined K&S&rR, and earlier, broadcast media bin'er and super\ isor at 
McCann-Erickson, New York. 

Promotion dept.: At Norman, Chaig &; Kummel, New York: Mike 
Stem was upped to assistant buyer on Cioddess Soap, and Lany Hoff- 
man to assistant buyer on Clolgate. 

Oops i$ our face red dept.: Joe Btfsplk (with all due respect to car- 
toonist Al Capp), that innocent dispenser of calamity, made an un- 
scheduled call to sponsor's printer's shop and rearranged the type in 
{Please turn to page 46) 




According to news reports, a 
Mr. George E. Smith from Nor- 
mal, Illinois has discovered 
that a patch of corn he treated 
to a continuous program of 
music grew much better and 
faster than other patches. 

The reporters apparently think 
this is astounding news, and 
maybe it is, considering they're 
talking about corn, but at 
WEZE we've always known it 
was true about people. Not 
that we'd go so far as to sug- 
gest that WEZE listeners are 
taller and healthier than other 
people, but they certainly are 
in the right mood at the right 
time to respond in the right 
way to your advertising mes- 
sage. Listening to our soothing 
selections from The Wonderful 
World of Music in the evening 
gets them pleasantly relaxed 
after a hectic day, and the live- 
ly, up-and-at-em music we play 
in the morning gets them wide 
awake and enthusiastically in- 
terested in whatever you want 
to tell them. Our morning serv- 
ice announcements help, too 
— brief, useful bulletins on the 
weather, traffic conditions, lo- 
cal and national news, and 
other information that gives 
them a cheerful head-start on 
their sleepy co-commuters. 

Are you telling your message 
to people who are really listen- 
ing? Try WEZE and see what a 
difference it makes. 



Sincerely, 




Arthur E. Haley 
General Manager 



Other Air Trails stations are: 
WIZE WKLO 
Springfield Louisville 

WCOL WING 
Columbus Dayton 
WRIT 
Milwaukee 
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JACKSON . MISSISSIPPI 



OVER 
350,000 
TV HOMES 



OVER 
430,000 
AUTOMOBILES 



11615 Ft.' 
JACKSON. MISSISSIPPI 



Which station are you listening 
to/have listened to? 

WASHINGTON 



WWDC 21.4% 

Station A 17.2% 

Station B 16.9% 

Station C 16.3% 

Station D 14.0% 

Station E 9.7% 

° Based on completed interviews in 2,598 
homes, Sept. 9 to 20, 1962. Additional 
demographic material available. Contact 
WWOC or your John Blair man. 

WWDG- 

WASHINGTON, D.C. 

represented nationally by John Blair Co. 



TIMEBUYER'S 
CORNER 



Continued 




Ellie Nelson 



l.iM weeks (((liuiiii (leiiliiii; uiiii ilie item ( oik eniing BllDOs Mai 
Oclis. l'>ils|)lk (lor (ont'd pvoiiiiiK iatioii, Ijcttcr clict k C;a])]>), u iili his 
iiMial iiiicniin laleiii lor (lealiiif,' havot, iiiis.s])cllf(l Mai's last iiaiiif to 
itad as Oakes, and lu'isicd the iy])c around lo rc])ort that Mai came 
to I>r>I)()"s \ou- York ollire from C;ann-Eri( ksoii, .Miiiiica|)olis, in- 
slcad of i51>l)(), that city. W'c a|)oh)gizc to Mai for l>tfs])lk's meddling 
and hope liiis sets ihe letoid straight. 

Vignetic of a couple of restless tMnehuynig 
souls: Two of .San Francisco's (and the West's) 
besi known and most ])f)])ular timel)u\ers got 
the wanderlust last fall, resigned their jobs, 
and sii n(k out on a "see the ^^•orld" tour. The 
duo. Eleii()re "Ellie" Nelson and IVg Harris, 
Lllie quit her job as timebuyer for ). Walter 
Thom|>s()irs San Francisco oflice (after six-and- 
a-half \ears), turned ovci" the lease on her Chiy 
Street sun-de( k ajiartment to John F. Pearson 
(who coincidentally took over sponsor's wesi- 
ern ojjeiatioiis at that time), and headed f()r 
Cloniinenial Furope. Fllie s|)ent four months 
■■|i\ing it u|)" in ihe Scandinavian countries, visiting relatives in south- 
ern Sweden wheic her parcnis were born; lingered in Norway, Eng- 
land, I'aris, and Switzerland and tiien s])ent three weeks in Italy, 
wheie, as Fllie ])uts it, she "just jilain ran out of money." Returning 
last month to San Fiancisco, Fllie got back into the tiniebuyiiig swim 
as a media buyer for the San Francisco ofiicc of Botsford, Constantine 
Ji: C'.ardner. Her )WT |)ost was taken over by Mrs. Colleen Matticc, 
last with the Westcin Pacific agency of Seattle. 

And Peg: Two short months after Ellie 
headed for Euro])e, Peg shook up the San 
Fiancisco ad world by handing in her resig- 
nation to Guild, Basconi Bonfigli, after 10 
years as a to]) media buyer there. Declaring 
thai she would be gone for "at least a year," 
Peg boaided a fieightcr in San Fiancisco, 
cruised clown to Los .\ngelcs, through the 
Panama Canal and the Caribbean; wound up 
in London and rented a small car foi- a leisure- 
ly tour of Fngland, Ireland, and Scotland. Peg 
met hei sister, Fran (of Bozell &: Jacobs' New 
^'ork ollice), in I^ondon for a visit, and then 
took oir for Continental Furo|)c. After hitting the high spots in 
France, lielgium, Switzerland, etc., Peg then ])lans to "settle clown for 
a s])cir' in a rented \illa just outside Rome for the balance of 1963. 
Emious friends back in the Slates who arc the recipients of numerous 
coloi'i'id |x)stcarcls and letters can only sigh, "\Vliat I wouldn't give to 
carry her cameias for her. . . ." When the ;car is out. Peg plans to 
return to San Francisco and, no doubt, get hack in the agcnc\' swing. 
In the meantime, back at G1>8:P>, no one has been named to succeed 
hc'i. Instead the cle|)artmcnt jjersomicl were merely rcshuflled to take 
u]) the slack bin (ilK<.l>'s "door will always be 0])en" when and if Peg 
ever leturns to S.F. It's a boy! dept.: For Com])t()n's (N.Y.) Frank 
Kemp and for |. Walter Fhompson's (NY.) L<)U AVest. ^ 




Pee Harris 
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PERSON-TO-PERSON ... a new concept in 
continuous radio pleasure . . . total radio for 
the whole family, individually programmed for 
people, to people. No "paper dolls," SWANCO 
STATIONS effectively reach the people who buy, 
because they're "person-to-person." People who 
listen, like it . . . people who buy it, love it! 




SWANCO 

IS 

P.T.P. ~ 



PERSON 



TO 



PERSON 

V 



r 



A 



T 







KRMG 


KlOA 




KQEO 


KLEO 




I robert e. 


THE JOHN BlAI* ^ 


^ STATION 


TULSA. 


OES MOINES.. 




ALBUOUEROUE. 


WICHITA. 




r eastman & co.. inc. 






^ OKLAHOMA 


lOwA 




NEW MEXICO 


KANSAS 
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THE PUBLIC'S 
INTEREST 

IN 

PRIVATE 
PROFIT 



"Public interest" and "private profit" . . . two 
phrases often used, particularly in broadcasting, 
and sometimes thought to be conflicting and in- 
compatible. Corinthian believes them to be insepa- 
rable and completely compatible. 

Profit is the mainspring of this country's 
economic system, a system we have chosen to best 
serve most of the needs and wants of the people. 
It provides our lipsticks and our locomotives, our 
matchbooks and our magazines, our baby bottles 
and our broadcasting. 

The purpose of the competitive profit system 
is not to enrich the few, but to responsively serve 
the many. Those who serve best profit most. This 
is the incentive which encourages people to build 
better mouse traps ... to operate more efficiently 
... to try to guess what the consumer will want 
tomorrow and the day after tomorrow. 

At the heart of the profit system is a simple 
idea : most needs are best met by letting the people 
themselves make their own decisions . . . the free 
choice of those who use and the competitive 
response of those who produce. The alternative is 
a master plan developed and directed by govern- 
ment, a solution now being questioned even within 
the walls of the Kremlin. 

Corinthian believes that this competitive profit 
system, although less than perfect like every 
human institution, has served us all well. It has 
provided an unparalleled standard of living and 
contributed importantly to the maintenance of 
individual freedom. 

In our judgment, "private profit" is clearly in I 
the "public interest." 



Responsibility in Broadcasting 

THE CORINTHIAN 
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CYANAMID ON TV 

(C.ouliuufd from fxigv yi) 

'J'J Ot iohci l!»r>2) . 

I)iiin;is-Miliicr is also a heavy 
lime l)iiy('r: in the last iiicasiiicd 
Ncar had'S KKMUM) in radio and $1/) 
inilh'oii ill tv. throuj^h Chicaf^o's 
l>osi k Moil. 

(Aanainid's projet led broadcast 
spciidinjr (oiild (liiis l)c around $8 
million. 

its (list hip; move into tv reveals 
American Cyananiid and its ad- 
visors as shrewd bargainers (AIIC 
was signed only after a year of (]iiici 
sifting) and resoiineful programeis. 
Siiue the company aiiiioinues it is 
moving lurther into consumer maii- 
iilactiires, it may become an im- 
portant new factor on the broad- 
cast steiie. ^ 




KHOU-TV 

Houston 

KOTV 

Tulsa 

KXTV 

Sacramento 

WANE-TV 

Fort Wayne 

WISH-TV 

Indianapolis 

WANE-AM 

Fort Wayne 

WISH-AM & FM 

Indianapolis 

Represented by H-R 



STATIONS 



WORLD'S FAIR 

(Contiinird jrtnn fMigr .S3) 

Man Committee" has been at work 
with ni'tliitects and other planners 
to advi.se exhibitors. The sub- 
committee includes Heinenianii. 
Scluihniann, AValter Pierson of 
CHS, E. Stol/enberger of XBC, and 
AValier Giebelliaus, assistant chief 
engineer of the AVorld's Fair. 

Mobile access. AVhen the com- 
mittee first started work two years 
ago, a mobile unit couldn't come 
on the grounds until after mid- 
night and could not leave until 
after midnight the following day, 
tying up etjiu'pment over lengthy 
periods, Heinemann points out. 
Xow, access has been providetl on 
the main thoroughfares used by 
the buses so that any of the 26 origi- 
nation points can I)e reached dur- 
ing the day. 

Recpiest for the advisory com- 
mittee was initiated by the AVorld's 
Fair itself in order to work out 
problems ahead of time. 

Since the fair grounds are spread 
over filf) acres and will include 
some 70 foreign exhibits, 75 nation- 
al, five religious, 45 states and a 
host of others, the problems were 
consideraiilc. Each of the origina- 
tion points A\-as established so that 
any point on the fair grounds could 
be covered by "live" television. 
Miles of co-axial cable alone are 
now in |)rocess of being placed to 
achieve this. 

Another key provision was power 



lor the mobile uiiiis at the oiigina- 
lioii poiiKs. To meet ilic need, 1"> 
k\v powei will be available at llie 
'lit points to handle mobile units, 
I Icinemami reports. 

Eadiof ilicsc origiiiaiioii ]>r»inls 
will be available to all bioadcasl- 
eis. 

The (ommiiiee also served in an 
advisory capacity lo ihe Woild's 
Fair in making plans foi the I'ress 
and (.'(>mniuni( alions liiiildiiig on 
the giounds wliidi will scr\e as 
liea(l(piarters foi the \arioiis media. 

Programs in works. With prc- 
limiiiaiy plans now complete, net- 
works and others are proceeding to 
develop news, spec ials, and (lo( ii- 
mcntary programs from the lair as 
well as making |)re|)araiioiis [or the 
origination of regular programs at 
various times. None of these plans 
ha\e been ( ompleied as yet, sponsor 
learned last week. I'uit many are 
anticipated in view of the large 
number ol laige advertisers who 
will be exhibitors. 

A highlight of the plans is a tele- 
vision link lx;iweeii the fair and 
Lincoln Center which will be near- 
ly toninletcd by the lime the fair 
opens on 22 AjHil I%1. 

The Radio CJorporation of 
/Vnierica, in addition to being an 
exhibitor, is invoked in closed cir- 
cuit broadcasts on the fair grounds. 
RCA will make available to all 
exhibitors color television sets and 
will cover many of the key events 
each day through the system. AVith 
•vuch an arrangement many of the 
more than 70 million persons who 
are expected to attend ihe fair will 
be able to view the outstanding 
events taking place through ( lo.sed 
circuit television. 

And United States Steel, a \eter- 
an user of broadcast media, is both 
the builder and contributor of the 
symbol f)f the Fair, the l^nisphere 
which will be a major attraction in 
the center of the grounds. The 
Unisphere is tied to the overall 
theme of the Fair, "Man's Achieve- 
ment in an Expanding Universe." 
The industry committee will con- 
tinue to function as the needs arise. 

\V'n\\ Rcrns and Ciebelhaus, 
other key AVorld's Fair executives 
in the broadcast area are General 
William A\'hipple, chief engineer: 
Judge E. C. Maguire, labor consult- 
ant; and Arthur Schneider, tv/ 
radio consultant. ^ 
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SPONSOR-WEEK {continued) 

ADVERTISERS & AGENCIES 



CARTA tackles ad ethics, responsibility 



DiNiigreement as lo who should 
aca'|)t the res|)(»nsibiliiy lor "triiih" 
ill adveit isiiig keynoicd the CMi- 
TA (Caiholic A|)osiolnics ol Ka- 
dio, 'Iclcvision, and Atheriisiiig) 
conleieiuc 12 Jaiiiiaiy at the CIoiii- 
niodoie Hotel in New York. 

The eihital rcs|)onsil)iliiies iii- 
heiein in the innhi-inillion dollar 
adveiiisiiig business lre(|ui nily 
boiuiced back and lorth between 
the FCC, the brf)adcastei-, the ad 
agency, the achertiser and, nioie 
basically, ilie lu)nie, the schof)], the 
rluiidi, and linally, the indivichial. 

Most important, jjerbajjs, was the 
nieetiiig itsell, which showed an in 
<li\'i(hial as well as collective con- 
science on the pan ol ilie adveriis- 
ing iiuhisiry, and a willingness to 
leach solutions ibrough the weav- 
ing ol an iiucllectiial lapesiry. 

F.ach of the ten i)anelisis, and ihe 
feaunecl speaker, Senator Fiigenc 
McCarthy ol Minnesota, dillerecl in 
their opinions a-, to which gioups 
bear the piiniary rcsponsibiliiv loi 
aclvei tising. Here are some ol the 
positions taken: 

Senator McCarthy: "Oidy the 
pi ac I it ioners in the industry can set 
and achieve a goal of true and last- 
ing t^xcelleiice. The comiminica 
lions held imposes a special re- 
sponsibility lor sell-clisci|)line. Un- 
less the piolessions assume greater 
lespoiisibiliiy, ihey will be increas- 
ingly subject lo ncgati\e legisla- 
tion." 

Ilenrx .Schacie managenieiu com- 
mittee, I nilexcr Ltd.: "What we 
need IS a nioie objective view of ad- 
vertising b\ those who seek to lake 
couiiol away from the advertisers 
thein.selvcs." 

( l;i) I'uckhoui, v.p., lime, Inc.: 
" Ml segments ol ilie inclusiry share 
icsponsibility, but their icsponsi- 
bilitics are clillc-icnt. The most el 
feciive rules ;ue those set down bv 
the people ilieinsclves. 1 be public 
can la\ clown the ethical siand:ircls 
il feels it must have." 



Rc)l)Cii F. Lee, commissioner, 
F(X1: "The consumer must make 
the linal choice. He is the censor 
and also the cash register. The ad- 
vertiser's res|)()nsibiliiy is to sell, 
but this doesn't ine.'in he has the 
right to do ii in an in;i|)|)ro|)i iaie 
manner. T be hist responsibility to 
the staiion is lo stay in the black, so 
it is in a positicjii lo c'arrv out other 
lespoirsibilii ies." 

FclmuncI lllake, v.p., I'. \V . liiook 
!<: (.<>., investment b;mkeis: ".Vdver- 
tising's responsiijilitv is a vast grey 
area. W'e should strive to have 
maximum res|jec i for tbeadvei ii-sei , 
and not maximum resti ic I ion. I'd 
rather see only broad outlines made 
by govei luiient." 

|ames Stabile, v.p.. assoc iate gen- 
eral attorney. NbC: "The adver- 
tiser should accept lull responsibil- 
ity. The agency has dual responsi- 
bilities: to |)lease the client and 
maintain image and believability lo 



the |)ublic consumer. Any |)lan cal- 
ling lor grou|) actic)n is c|iiesticjn- 
ablc. {"lie government should not 
deline even broad outlines. It is 
ina|)|jrc)priate for government." 

I'eter AII|)ort, |)resident of ANA: 
" \clvertisiiig is |)ersuasive commu- 
nications and the responsibility ul- 
linnely goes back to the advertiser. 
However, there is no alternative 
to the iiidiviclu;d's ]esi>onsibility." 

James Scbule, v.p., director, 
lUUX): "It is the agency's responsi- 
bility. No agency will l)e in busi- 
ness long il it misleads the Amcii- 
can people. \'o\\ camiot siil)siiiuie 
legulaiion for ethics. If you do, 
ethics will soon disappear. Treat us 
like the rest ol man and we will 
contiiuie to contribute to the vvel- 
lare c)f this country." 

.Martin Mayer, author of ".Madi- 
son Avenue, U. S. .\.": "We don't 
have a grey area ol responsibility. 
Fach individual has the lliiid line 




Who should assume the responsibility? 

Robert E. Lee, FCC commissioner (c), discusses the FCC role in the responsibility for truth in 
advertising. With him are Dean Clarence Walton, Columbia University School of Business (I), a 
member of the panel; Arthur Hull Hayes, president of CBS Radio and CARTA conference chairmair 
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of his own conscience. Tlic con- 
sunier has no responsibility ns he is 
the recipient with no ethical in- 
volvement. I wonld talk less ot or- 
ganization and enforcement codes 
than individual values. Therefore, 
1 am interested in the church's in- 
fluence on self-analy/ation." 

Rev. Thomas AI. C.arrett, S.j., 
professor of ethics, Scranton Uni- 
versity: "While the primary respon- 
sibility is on the advertiser, all 
others share the resp()nsibility. Ad- 
\ertising people suffer from a bleed- 
ing guilt complex and need to de- 
velop a real sense of pride." 

Advertisers 

One of the largest broadcast adver- 
tisers to face FTC censure in a long 
while, American Home Products 
has been charged with falsely ad- 
vertising its ingrown toenail rem- 
edy "Outgrow."' 

According to experts in the field, 
the product will have no significant 
effect on pain or infection, nor will 
it ciue or offer relief for ingrowm 
toenails. In fact, some testified that 
its use may have aggravated the con- 
dition in some patients. 

Specifically cited were "Outgrow" 
tv connnercials. 

In an initial decision, FTC or- 
dered AHl' to stop making false 
claims and using a deceptive trade 
name. 

The decision is not final and may 
be reviewed by the Commission. 



The .Advertising Research Foinida- 
tion has appointed a I7-man tri- 
partite committee to consider 
ARF's fiuiire research program. 

Lyndon O. IJrown, Dancer-Fitz- 
gerald-S.nnple, is the chairman. 

The other members are: Peter 
W. Allport, ANA; Richard J. Bab- 
cock, Farm Journal; Julius P.ar- 
nathan, AP.C; Rex M. Budd, 
Campbell Soup; John Crichton, 
4As; Frank W. Mansfield, Sylva- 
nia; A. Edward Miller, AfcCalTs; 
W. Parkman Rankin, This Week 
Magazine; Paul E. J. Gerhold, 
Foote, Cone R: P)elding; Arthur 
Hull Hayes, CBS Radio; John D. 
Henry, Procter 8: Gamble; I.eonard 
Kent, Needham, Louis R: Brorby; 
John H. Kofron, Chilton; Robert 



C. Sorenseu, D'Arcy; Ra\ Weber, 
Swilt li: (Jo.; (^rns 'k'oinig, Foid 
Motor. 



Network tv is the mainstay of a 
niulti-niillion dollar laiuich which 
CJolgate-Palmolive is waging for 
Ajax Floor and WiiW Cleaner. 

'The lirst powdered household 
(leaner with ammonia, the heavy 
(hny cleanser is not competitive 
with another new (lolgate product, 
Ajax All Pinpose Cleaner, a litjiu'd 
cleanser. 

Xorman, (^raig R: Kiunniel is the 
agency. 

Schick is using both network and 
spot tv, in addition to other me- 
dia, t() annoiuice its exclusive use 
<)f electric shaver heads of siugical 
stainless steel in its 1963 line. 

'Fhe use of stainless steel was 
pioneered by Schick last year. 



Dr. Charles G. Mortimer, Chair- 
man, General F<kmIs, told the sec- 
ond Industrial C<)nference on re- 
search at Stevens Institute of Tech- 
nology that ljusiness and higher 
education must realize their mu- 
tual dependency. 

He said that education provides 
the best manpower t() business, 
while the latter, as in the case of 
public education and private 
grants, financially supports educa- 
tion. 



Here k there: "The Advertising 
Ciitizen of the West h)r l'Jt)2" will 
be named 15 February by the 
Western States Advertising Agen- 
cies Assn. Presentation of the award 
will be made by president Marvin 
Cantz at a special hmcheon at the 
Ambassador Hotel in Xew \'ork 
The awards conunittee is headed 
by Doug .Anderson of the Ander- 
son-.McConnell Agency, Los An- 
geles. Kai Jorgensen of the Hixson 
Sc Jcngensen agency was the HXil 
wiinier . . . Entries closed 15 Janu- 
ary for the third annual Interna- 
tional Broadcast .Vwards competi- 
tion sponsored b\' the Hollywood 
Advertising Club. The IBA com- 
petition honors the best tv and 
radio commercials broadcast any 
place in the wcnld dining the pre- 



OVERWHELMINGLY 

THE LEADER' IN THE 
SYRACUSE MARKET 



Delivers 50%' 
more homes 
than Station ' B' 




WSYR •TV 



C*< *»« fMi.*., HARRIKOrUN. ilCHTf It 4 rAtSONS 



WALA-TV 10 

— the only Mobile station 
providing city-grade coverage 
to Mobile and Pensacola. 

COMPARE COVERAGE 

The Mississippi Gulf Coast, West 
Florida and South Alabama all 
get NBC Color from WALA-TV. 

COMPARE COST 

When comparing metro rankings, 
don't forget to combine the Mo- 
bile and Pensacola figures: the 
only NBC coverage In both cities 
is yours for the price of one on 
WALA-TV. 

The WALA-TV Market- 
Over A MILLION PEOPLE with 
nearly $2 BILLION to spend! 



TALLEST TOWER ON THE GULF COAST 



Contact: 
Select Stalions, Inc. 
or 

Clarke Brown 




MOBILE - PENSACOLA 
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Ayer, AT&T agency, launches Telstar exhibit 

N. W. Ayer staffers adjust a model of the horn antenna located at Andover, a highlight of "The 
Telstar Story" now on view In the agency's Philadelphia galleries. Ayer handled Telstar advertising 



x ioiis ye;ir. Prcsi'iiiiiiion by 'riioin.'i.s 
\V. Saiiioll, <li.iinn:ni, w ill be made 
'23 Febiiiai) at ilie tliiril awards 
i)aii<|iiet to be held at tiie Holly- 
wood Paliaditiiii. 



What next?: Biisy industry exe(s 
who jealously giiaid ihe veniaiiiinj; 
havens of retreat after a biis\ da\ 
on Madison Avenue— lake note: 
there's a West Cloast lirni called 
Jet Hoard. Inc., whidi has (onie up 
with a "iini(jiie coinbination of 
hand (hyer and advert isin{( medi- 
um housed in a single unit and 
desif^ned for use in wasiiiooms." 
A |)iisli button simultaneously ac- 
tivates tile iiand dryer and a full 
(oloi ad message on the 8" X 10" 
screen. 

On the (listall side: The highest 
professional award given to women 
in advertising, the 1!)(>S Advertis- 
ing Woinan of the Vear will he 
selected by a panel of judges and 
feted on lli )iine in Atlanta during 
the opening ceremonies of AFA's 
\'M'>?, \ationa] Convention. Nomi- 
nations in:iy be submitted to anv 
Al A-ainiiated Ad Club lor relerral 
to tiie judges, and nomin:iiions 
must be ret fixed by I .\pril. 

Sweets a])|K>iiits broker: Afailliard 
Selimiedell, Los Angeles, has 
been named by .Sweets (.'.<>. of 



America and Rockwood Chocolate 
(k)., a wholly owned subsidiary, for 
the sale of 'Pootsie Rolls, 'Footsie 
Roll l'o|)s, Rockwood (Jiocolate 
Wafers. Rockxvood (Chocolate liils 
and a full line of candy and choco- 
late prodiKts to the grocery trade. 

For (listingui.shed .service: Robert 
F. Reid, manager of marketing for 
tiie r.eneral Klectri< stations, xvaik- 
ed away with tiie /\FA silver medal 
for distinguished service to adver- 
tising. 

Looking forward to: The Adver- 
tising Federation of America and 
the .\dvertising Assn. of the West 
Washington Conference. It's !>-(] 
February at the Statler Hilton 
Hotel and the theme of this ye.ir's 
(oiifab is "Advertising Speaks to 
Government— fiovernment Speaks 
to Advertising." Many members of 
(Congress will he on hand. 

PEOPLE OX THE ,\rOVE: Sidney 
J. Shulins, director of marketing 
services of the American Metal 
Market Co.. to the staff for com- 
mittee c)|)erations of the AN'A . . . 
Patty (;avin to manager, public 
affairs. RCA, in W^ashington, I). C. 
. . . David W. Hart to The Adver- 
tising Council as ;i campaigns nian- 
ager, succeeding Afortoii 11. AVIiitc, 
resigned. 



Agencies 

Kroadcast advertisers interested in 
where they tan get in-storc display 
space will find the information 
compiled for tlieiii by the market- 
ing dcpartnieiit of KHDO. 

'File re|)C)rt, 288 pages Innmd in 
two volumes al|:>habet ically by city 
and state, lists .^<.)i> radio stations 
and 8.') iv stations that make snper- 
iiiarket display S|)ace available to 
advertisers. It also notes where 
other display space may he avail- 
able (i.e. drug stores) . and lists the 
names ol the cooperating stores. 

'I'iiose interested may obiaiti a 
co|)y l)\ writing to Louis Kruh, 
.Mai'ketiug Dejjai tment. I'>IU)(). .'58.8 
Madison Avenue. New York 17. 
Charge: S't. 



Van C:amp Sea Food of San Pedro 
is shifting its Capt. Kitt C^at Food 
account from Cunningham & Walsh 
to Smock, Debiiam & Waddell of 
Los .\iigcles. 

^^ore than '10 ageiu ies had sought 
the account. 

(Change from CkW was decided 
upon when the agency decided to 
move its major departments Ironi 
Los Angeles to San iMancisco last 
fall and the C^apt. Kitt account 
execnitive. 'Foni Scott, joined tiie 
new SD&W agency. 

At Ayer in Philadelphia, there's 
currently a graphic illustration of 
how flexible agencies must some- 
times he when a client introduces 
a new prochict. 

Fhe product is A'F)i;T's Telstar 
satellite, for which Ayer handled 
tile advertising. Xow an exhibition 
which tells 'Felstar's story is on 
view at the agency (see photo) . It 
runs until the first of February. 

Display includes a full-scale 
model of tiie satellite, a model of 
the Ifi-story world's largest horn 
antenna, an animated gia])hic 
demonstrating the orbiting, track- 
ing and traiisnii.ssioii. There's also 
a live-niiiuite film on the first trans- 
mission. 



Los Angeles' newest ad agency 
made its Im>w New Year's week. 



r,2 
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It's .Xiulcrsoii, Ai tluir X: M()ig;iii 
, \dveiti.siiig. located at 1717 Xoi tli 
/ Higlilaiid Ave. 

' I'rincipals are Kobcit 1". ^Viidei- 
soii, Harold "Red" Arthur and 
Raymond R. .Moigaii, (r,, \vlio'\c 
been working together at the 
Walker Sanssj agency in Los An- 
geles. 

Some Walker Sanssy clients will 
go w'idi the new agency, as will a 
service agreement. 

Oiher new agencies: C. |. Neiige- 
baiier, well-known former Chicago, 
Spokane, Seattle and Los Angeles 
agency executive, has opened his 
own shop, C. J. Neugebauer 
Associates at 121,S N. Highland 
A\eniie in I.os Angeles. He'll spe- 
cialize in public relations and sj)e- 
cialty advertising . . . William .\v- 
erill has opened an agency at 02(5!) 
Selnia A\eniie, also Los Angeles. 
Averill .Vclvertising sjieciali/es in 
the building materials field. For 
the past three years, Averill has 
been vice ]}resident of R. H. lUiss 
8: .Associates. 

Agency appointments: Greater 
lioston Rambler Dealers As.sn. to 
Harold CalnX it Co. . . . The Puerto 



Rican advertising of Schick Safety 
Razor ()\crseas Co. lo Robei t Otto 
X.- Ca>., Puerto Rico . . . I he Colum- 
bia Sa\ings )<: Loan Assn. lo 
Harold Walter Clark, Denver. 

Literary note: Vic Rainer, \ eli-ran 
agency executive, is taking a yeai's 
sabl>:iiiial from the business to 
author an autobiographical iio\ol. 

Ne^v name: IJranghnni/IJrewer X: 
Molzer, of Los Angeles, from iirang- 
liam lirewer. C'hange was made to 
include Lou Holz.er as a full part- 
ner and senior vice president. For 
the past five years, Holzer's been 
senior \'ice jjresiclent of Cole 
Fischer Rogow. 

Ne^v <|iiarters: Nelson Advertising 
Agency, Des Moines, formerly lo- 
cated for 10 years in the Masonic 
Temjjle building, has moved to a 
new home ofhce located at 1511 
Crand .V\enue. 

Tc)|) Brass: Bernard Kramer has 
been elected a senior \'ice presi- 
dent and director of Mogul Wil- 
liams iL- Savloi'. 

Ne^v v.p.s: C. Hugh Branigan at 
The Manchester C)rg:mizations. 



He'll head up radio and t\ loi the 
Washington and .\ew Voik oIIkcs. 

PEOPLE ON THE MOVK: 
Edward L. Traxler, jr., tc) (ie;iii\c 
director ol Howard H. Mc)nk S; 
Associates, Rocklord . . . (ierald 
Reiner to seuioi project diiectoi 
and 1-esier Krneger to assistant 
project director of Audits Jv: Sni- 
veys, consmner survey disisicin . . . 
Ralph A. Carola to radio i\ clirec 
toi ol Harold (Jabot &: . . . 

Augelo Anionucci, to the Chicago 
ollice of F.rwin Wasey, Ruthraulf 
R)an as a radio-iv producer . . . 
Dr. |. N. Peternian to the Mimie- 
a|)<)lis olhce of (Jam|)bell-Mithuii 
as d irec tor of psychological research 
. , . Cordon Rot brock, vice piesi- 
dent iu charge of client service, 
Leo I'.uineit, has been named di- 
rector in charge of client service 
of I'.urnett, Nicholson Partneis, 
Ltd., London, a liui iieit afliliiite . . . 
Sam Ross to c()j)y c hief in (he Hev- 
erly Hills office of Cole Fischer Ro- 
gow . . . Rol)ert H. Homan to ac- 
coiuu executive in the X'icks X'apo 
Rub and X'apo Steam group at 
Morse International . . . Russell S. 
Jones to account su|)er\is()r at Mc- 
CJann-Fric kson. I.os .\ngeles. 



the Key fo the 
SOUTH'S ^i|T GROH^^^^It 



CROSS\ 
ROADS 
OF THE 
SOUTH^ 



WJTV. 12KATZ.WLBT channel J:H0LLINGBERY 
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Wall, American styl( 



We have our walls, too. But the big difference is the 
purpose. And our kind of purpose keeps such walls 
standing, keeps Americans rallying to defend and 
strengthen our country. The Payroll Savings Plan for 
U. S. Savings Bonds is a good example of how Ameri- 
cans rally to a good cause. ^\ hen you install a Plan 
in your company, you harness the power of your pay- 



roll in strengthening our country. You help encourage 
thrift that increases reserve buying power and individ- 
ual independence. Keep our kind of wall standing for- 
ever. For help in installing and promoting a Payroll 
Sa\ ings Plan for U. S. Savings Bonds, call your State 
Savings Bonds Director. Or write Treasury Depart- 
ment,U.S. Savings Bonds Di vision, Washington 25,D.C. 



f<eep Freedom in Your Future . . . U.S. SAVINGS BONDS 



m 



The U. S. Government does not pay for this adverttsement. The Treasury Department thanks, for their patriotism, The Advertising Council and this magazine. '•«t.»»*^ 
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Wliile tliere appears to l>e do doubt that tlie Commission will decide to take 
some steps to cut the radio "birth rate," the route may be a long one. 

First step after the "shirtsleeve" conference is likely to be issuance of proposed rule- 
making. This would involve receiving pro and con arguments, and then answering briefs. 
The FCC would have to hammer out details of its proposals before issuing the proposals; 
>\ould have to consider changes afterwards. 

Commissioner Rosel Hyde appears to be the only one adamant against the 
whole proposition. However, there could be differences of opinion as to just how hard 
to make establishment of new stations. 

With an eye not only to the fact that any appearance of protection for existing stations 
from competition might bring danger of more rigorous regulation, but also to the fact that 
a precedent could be set for tv, the FCC will likely move with some caution. 

The Commission majority agrees with NAB testimony to the effect that "birth control" 
should make no reference to economic considerations or competitive effect of new 
stations. 

The Commission majority also appears to agree with the NAB that engineering stand- 
ards should be tightened and financial qualifications stififened. Also that little if any- 
thing else should enter into it. However, there is still a possibility of some disagreement on 
how stiff these requirements can be made without permitting attack on the grounds the new 
rules actually do amount to no more than economic protection. 

If the gradually increasing circulation of all-channel sets does result in wider use of uhf 
as backers of the all-channel law hope it will, the same overpopulation situation 
could come to tv. In this case, action in radio could be taken as a precedent for tv. 
For all of these reasons, final steps following the am conference could be longer in coming 
than anticipated from the fact that there is no essential disagreement within the FCC majority. 



The House Small Business Committee came out for cease-and-desist powers 
for the FTC, something the ad industry opposes quite strongly and something Con- 
gress last year didn't consider because the Commerce Committee desisted from do- 
ing anything about bills on which it held hearings. 

These powers would permit the FTC to stop challenged ad and other unfair busi- 
ness practices immediately, instead of waiting for conclusion of litigation. Ad industry 
witnesses claimed last year such powers would make FTC judge, jury, and executioner all 
in one. 

Small Business issued its recommendations in a report on a probe into problems in the 
dairy industry. However, it is an investigative rather than a legislative unit, and its recom- 
mendations merely go to the same Commerce Committee ivhich was so unsympathetic to 
the same idea last year. 

The FTC is likely to renew its request for the power, in which case hearings will be 
held again this year, 

FCC annual report was almost a replay of the Newton Minow year-end state- 
ment. 

It dwelt lovingly on step-up in denials of renewals and license cancellations, fines, short- 
term licenses. Tone was equally threatening for the future. 



What's happening 
In U.S. Govimment 
that affects sponsors, 
agencies, stations 
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SPONSOR HEARS 



A round-up of 

trade talk, trends and 



21 JANUARY 1963 / cvfyriiM ims | tips for admen 



The lopping off of "Don't Call Me Charlie" from NBC TV isn't expected by the 
other networks to have any adverse efifect on their situation comedies which have 
armed services officers as the central characters. 

Sudden banishment of "Charlie" from the air followed a letter of protest directed to top 
level officials of Scott Paper and BroMTi & Williamson, the show's co-sponsors. 
Source of the protest was somebody in the Army's PX hierarchy. 
He wrote that the antics of the colonel in "Don't Call Me Charlie" created an image dis- 
respectful to the rank, causing him second thoughts about the sponsors' products. 

In inducing P&G to let it make a couple taped pilots of the "East of the Gty" 
proposed nighttime soaper, Young & Rubicani pulled a coup over Benton & 
Bowles. 

B&B was pitching to P&G a house-conceived property and when the verdict went to 
its rival, the loser's disappointment, to put it mildly, was quite distressing. 

Craig Smith of Y&R, who suggested this adaptation of a British tv hit, "Coronation 
Street," was at one time on the program staff of P&G's Cincinnati headquarters. 

Mark Goodson's remark last week that the FCC in its efforts to influence pro- 
graming ought to realize it can't legislate creativity echoed, maybe inadvertently, 
a statement made by Ollie Treyz before that commission 26 May 1960. 

Said Treyz, speaking for ABC TA'^: "You simply cannot legislate or enforce excel- 
lence in the creative field." 



At the rate executives have come and gone in the broadcast field, 25 years 
can, in the eye of the long survivor, be equated with the flight of an eon. 

Hence to take count of network executives of 25 years ago who are still plying their 
efforts in the trade makes a piquant bit of curiosa. 
'ITie following roster spins over that 25-year arc: 



NAME 

J. K. Churchill 
Charles Crutchfield 

William H. Ensign 
L. F. Erikson 
Merle S. Jones 
J. J. Karol 
Lawrence Lowman 
Gerald Maulsby 
William S. Paley 
James S. Seward 
William A. Schudt 
Frank Stanton 

H. M. Beville, Jr. 
Lewis H. Titterton 
Niles Tiammell 
Lloyd Yoder 



THEN 

CBS 

Chief statistician 

WBT program manager 

Asst. Sales mgr. 

Western sales mgr. 

KMOX mgr. 

Research director 

Operations v.p. 

Asst. dir. prog, operations 

President 

Asst. to president 

WKRC mgr. 

Research mgr. 

NBC 
Chief statistician 
Mgr. script depart. 
Midwest div. chief 
KPO-PGO mgr. 



NOW 

A. C. Nielsen v.p. 
Exec. v.p. WBTV-WBT- 

WBTW 
Blair Radio 
McCann-Erickson v.p. 
Pres. CBS division 
CBS TV sales v.p. 
Labor matters v.p. 
Adm. mgr. alTiliate relations 
Chairman of the board 
CBS Radio v.p. 
CBS Radio sta. rela. v.p. 
CBS, Inc., president 

V.p. charge of research 
Compton tv v.p. 
Pres. WCKT, Miami 
Midwest div. chief 
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SPONSOR-WEEK (continued) 

NETWORKS 



J NBC TV has 15 pilots for '63-'64; 
more drama in depth on tap 



A|)proximately 15 pilots for new 
evening ])rogianis on NBC Televi- 
sion in the 1963-64 season uiil l)e 
oflered to advertisers in the next 
few weeks, Mort Werner, vice presi- 
dent, programs, reported last week. 

Of the new programs, NBC is 
committed to three comedy shows: 
Harry's Girls starring Larry Blydcn, 
already sold to Colgate I'aliiiolive 
through D'Arcy; the Bill Dana 
series; and the New Joey Bishop 
Shoio. Also set is a Richard liooiie- 
ClifFord Odets series and another 
starring Robert Taylor on the De- 
partment of Health, Education and 
Welfare. 

Strong prospects for the new sea- 
son are: Attaboy Mama starring 
Ann Sotherii; David Grant, Ph.D., 
starring Dana Andrews: Adams- 
burg; Espionage; Mr. Novak, star- 
ring Jim Franciscus, and Grindl, 
featuring Imogene Coca. 

With at least three comedy shows 
set for the new season, Werner sees 
a "slight" trend to programs of this 
tyjie, though the overall objective 
of the network is simply "to review- 
its new product with the current 
schedule." 

Total package cost increases for 
the coming year are nominal, Wer- 
ner said, and will be about 5%. 

Highly significant in program 
development, the NBC program 
head reports, is more drama in 
depth. Cited as examples in this 
trend were the present shows Dii 
I Pont Show of the Week, Eleventh 
I Hour, Dick Powell Show, and Dr. 
Kildare, and among the new series, 
Espionage and Richard Boon-Clif- 
ford Odets. 

Responsible for this dramatic 
trend are strong dramatic stories, 
better casting, better writing, and 
better production, Werner feels. 

Fn addition to completing plans 
for next season, NBC is also at 
work on 1964-65 pilots, with one 
involving a "vast" project to be 
shot in the next several months. 
Packagers for the new shows are: 



Goodson-Todman for the Boone- 
Odets series and Attaboy Mama; 
I'lehnar for joey P>isho]); MGM for 
Mr. Novak and Harry's Girls; Four 
Star for Taylor and Adamsburg; 
Herbert Brodkin with NBC for 
Espionage; Sheldon Leonard-Danny 
Thomas for Bill Dana; Screen 
Gems for Grindl and NBC for 
David Grant, Ph.D. 

Networks 

Advertiser investment on NBC TV 
in 1962 was the highest since the 
start of the company and showed a 
1:5% increase over the record 1961. 

This was one of many upbeat 
developments reported in the an- 
nual review of the company's ac- 
tivities. 

Some 2G2 national advertisers 
contributed to the bullish sales pic- 
ture, which included a virtual SRO 
position for Nl'iC T\' daytime dur- 
ing most of the fourth quarter and 
a 16% increase in nighttime sales 
over the ])eak Ie\el »)f 1961. 

NBC Radio strengthened its po- 
sition, ojjeratiug at a profit for the 
third consecutive year. It de\oted 
four-fifths of its airtime to news 
and public alfairs programing, with 
a tr»tal of 75 advertisers contribut- 
ing to the highest profits for the 
radio network since 1950. It aver- 
aged 43% of the total sponsored 
hours on the Uirec major radio 
networks. 

Other highlights: NBC News 
contributed a record 25% of NBC 
TV's overall program schedule; the 
tv network programed nearly 
2,000 hours in color with 68% of 
its total current nighttime sclietlulc 
in color. 

Another annual report, this from 
the CBS TV Stations Division, 
showed a net sales increase of 6% 
over 1961. 

The division includes the five tv 
oScn's; CBS Films; CBS TV Stations 
National Sales; and Corporate in- 
ternational tv investments. 



'1 lie .stations gr«)U|) rcpoiied an 
11% net s;ilcs increase over 1961, 
with sales hitting the highest point 
in the grou])'s histoiy. CBS I'ilms 
had a I0"o inrrcase in gross bill- 
ings overseas, and ihc Stations Na- 
tional Sales arm reported a 15% 
hike in net sales. 

The Thomas Alva Edison Founda- 
tion |)rescnted its National ^^ass 
Media Award for distinguished 
contributions to science education 
and for education and service to 
youth at the eighth annual award 
dinner in New York last week. 

In addition to awards presented 
stations (see following section) sev- 
eral network ]>rograming efforts 
were honored. They were: 

Best science tv program for 
)outh— "Discovery '62," ABC; Best 
children's tv program — "Fxplor- 
ing," NBC; Tv series best portray- 
ing America — "Da\ id Brinkley's 
Journal," NBC; Sj)ecial citation- 
ABC and Bell & Howell for docu- 
mentary on Russian Education; Tv 
program best portraying .\merica: 
"IJ. S. #1- American Profile," 
NBC: Radio program best portray- 
ing .\merica— "\N''hy They Do What 
They Do," NBC; Best sciente radio 
]jrogram for youth— "How will man 
shaj)e man s futine?," NBC. 

Daytime network tv is picking up 
a good piece of business from the 
Golden Grain Macaroni Co. 

The splurge by the convenience 
food manufacturer in\olves the in- 
troduction of four new dimiers: 
Noodle Roni, Twist-a-Rcmi, Scal- 
loi>a-Roni and a complete Sjiaghet- 
ti Dinner. 

Seventeen tlaviime shows on all 
three networks are involved. 

ABC International Tele^ ision in- 
creases its foreign associations with 
its appointment as sales rejiresenta- 
tive for Tele^•ision of Iran, Inc. 

That company operates stations 
TVl-TV, Teheran, and TVI-A, 
Abadan, the only commercial sta- 
tions in Iran and the largest com- 
mercial stations in the Near East. 
They ser\e 100,000 tv sets reach- 
ing more than a million \ ieuers. 

ABC International now has 
agreements with 35 stations in 18 
nations outside the U.S. 

New afTdiates: KINO, Winslow, has 
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joined tlie NHC Riulio Network . . . 
KKVC- 1 \'. Maiikaio. .Minn., is the 
newest ineniher ol ilie CA\S TV Ex- 
tended .Miirkei Plan. 1 lie station 
lias ()|)ei ateil as a saiellile ot KCLO- 
I \'. .Mason City, siiue liMil. 

Tlie fiLst HXi;} (|uaiiei' looks like a 
very healthy one for SMC. Kudio, 
aetordini^ lo the pate of tonirati 
sijjniii}^ since enrly last month. 

William Fairbanks. \ i( e presi- 
deni in diarge ol sales, points lo 
the lad thai siiue -1 Decembei, ra- 
dio network sales are o\ei the >>,'{,- 
2(1(1.00(1 mark and. in the hrsi (piar- 
ler alone, net sales in new and re- 
newed business are nearly a (piar- 



C'.IIS T\' lor tiie (omiiig \ear will 
he "Hotel Paradise." The lionr-long 
drama was written by Ridiard Alan 
Sininions, prodiued and ilirei ied by 
Ralph iN'elson, and stars Kohei I 
llorioii. Walter Sle/ak, Hedy La- 
niarr, (^\ril Riiehard, Aiigie Diik- 
iiisoii, Dnsier Keaioii and Moagy 
Cai inicliael. It will be ta|>ed within 
ilie next lew weeks lor fiiinre air- 
ing. 

l»ii of iio.sialgia: ,\lier a separation 
of years. Hob Mope and his Insi 
and long-lime radio sponsor I'epso- 
deni were together lor the lirst time 
on t\ during ilie Sl>V. 'I'V spe<ial 
last week. I.eNer (F(;S:I5) and IJ..S. 




A windfall from Stephen F. Whitman for ABC Radio 

Inking the 52-weelc contract on ABC Radio are, seated (l-r): Isabel Ziegler, N. W. Ayer; Price 
Heppe, Whitman adv. mgr.; ABC Radio pres. Robert R. Pauley. Standing (l-r): James Duffy, network 
exec, v.p.; Robert Butler, Ayer; Ted Douglas, network eastern sales dir. Buy is news, sports 



lei of a million dollars ahead ol 
last year's record first (|iiarier. 

Averaging aboiii $800,000 a week 
in \'ohinie o\ cr ihe pasi monih, the 
sales pidnre iiuhules '_'() dilfereni 
I lieiits. 

See page f)? lor details of SWC 
Radio's HHi'J prohls. 

Sales: Kiwi Polish Co., I'ty., Lid. 
pi(ked up If) oiie-iiiinnle spots in 
"CI5S Repoils" ellective it |aiiuary. 
Ageiii y is Donahue C^oe. 

I'rograming notes: The first of sev- 
eral original dramas planned b) 



Time (Warwick S: Legler) (o-spon- 
sored the special, ilie Insi ol several 
Hope will do this season. I'epsodent 
was the s|xnisor of Hope's N'lK" 
radio series whiili started his long 
ass<>( iaiioii with the network in 

nm. 

Groundrulcs: High school sludenis 
wishing lo enter die "G-E College 
Bowl" essay-wriiiiig contesi must 
have both the coni|)leted eiitrv 
blank and ilieir essay on "-M)' .Most 
I'nlorgetiable Teacher" fileil by .^1 
.Mardi. Applications may be ob- 
tained by writing Stholarship Con- 
lesi, liox l-l-IS. Chicago. C-E will 



award, in addiiion to iiioney gi\en 
winners ol the (;1>.S TX' seiies, ten 
college scholarships each worth S(),- 

000 lo the best essaxs. 

A note from Nielsen: The 17 I)e- 
(embei, ihree-neiwork presenta- 
tion, "Conversation With ihe I'lesi- 
deiit" was seen by an estimated 21,- 
iUlO.OOO homes ('11% of all iv 
homes), with the aveiage home 
\ iewing -12 iiiiiiutes out of the hour. 

Literary note: "Clearing ilie Air," 
a collet tion ol iiune than 100 of 
Edward P. Morgan's A15C Radio 
news < onniientaries siiue MBH, is 
being pnblislieil today by Rol>eri 1>. 
Luce. Inc., Washington, 1). C. 

Kudos: Louis Dorfsnian, treat ive 
iliiectt)r of sales promotion and ad- 
vertising and art director for CliS 
TV, was lioiioretl by the Printing 
Industries ol Philadelphia with a 
goltl medal b)r hi.s design of the 
CliS TV booklet, "It \\'as An Vu- 
preietlenied Seven Days of Telev i- 
sion." 

E.vira curritida note: .Marv Prcn- 
dergasi, a secretary in the sales de- 
velopment (leiJartiiient at NBC. 
was last week crowned "Queen of 
the New York Heart Fund." One 

01 her fust ollicial acts during a 
oiie-vear reign will be to reteive a 
>il.000 donation to the Heart Fund 
lioni employees of the New Vork 
City Welfare Deparimeni. Miss 
I'rendergasi is also a volunteer 
worker lor the Bedside Network. 

I'EOPLE ON THE MOVE: Irving 
Novick to director ol labor rela- 
tions for AUC . . . Frank H, Fvav- 
sur to sales piesentation writer in 
the sales development ilepariment 
of ,\HC '1\' . . . Marvin Kalb. Cl'.S 
News Mosiow liurcan Clhief since 
l!)()0, to the CHS News Washington 
liiireau in the newly-t reatetl post of 
VAiS News diploiiiatit torrespoiul- 
eni. He's siitteetleil in .Moscow by 
Siuari Novins . . . Sam Zelman is 
lesigning I F'ebi narv as news tlircc- 
tor lor the CI5S TV I'atific Network 
to join K'FLA, Los Angeles, as ili- 
rector ol news ami public alfairs 
, . . George Patrick to program antl 
(onimenial prodnttion manager 
lor .\15C I V . . . Edwartl Andrcy 
to art manager of AliC. 
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I'Fhy it pays 
to advertise your station 
in a broadcast book 



YOU PINPOINT YOUR BEST PROSPECTS 



Xii a field where a select group 
of people really buys national 
time you look for the specialized 
broadcast book to carry your ad 
message. 

One reason is the logic of mak- 
ing your Impression where the 
interest is greatest. Broadcast 
books are tailormade for people 
involved with tv radio advertis- 
ing matters. 

Another is economy. Ask your 
national representative. He'll 
tell you there are only several 



thousand readers worth spending 
money to reach with your ad 
message. The books that offer 
box-car circulation figures also 
offer higher page rates and high- 
ly diffused readership. 

In a nutshell, specialized trade 
books run rings around non-spe- 
cialized books in ability to target 
a specialized audience in prac- 
tically any field. 

The broadcast advertising field, 
which has some outstanding 
books, is certainly no exception. 



a service of 

SPONSOR 
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STATIONS 

Metromedia's rep arm forms two units 



Meiio Broadt list S.-iks Ins hfcii 
divided into two units, elle(ti\e iin- 
niediatcly, handling nidio :ind tel- 
evisicin reprcstMiiiii ion se|)ar;itely. 

AiinoiinccnuMit of tlie change 
came today |aniiary) from 

John W. Kltige, jnesident of Met- 
ronifdia. Mcti o Hroadt nst Sales had 
been ihe st.itiou representation di- 
vision of NUnroniedia sin(e the for- 
mer w.is organized in February 
I9(i2. 

The new units are known as 
Metro broadcast Television Sales 
and Metro Broadcast Radio Sales. 

John Sias, formerly national tv 
sales manager for W'estinghouse 
liroadcasting Co., is v.j). and head 
of the new television division. 

II. I). "lUid" Nenwirth continues 
as \ite president and becomes di- 
rector of the new radio division. 

Kluge inditated that the firm's 
broadened base of operations as a 
result of the division anticijiates the 
acquisition of additional comnuini- 
cations and media facilities during 
the year. 

Metro Broadcast Tv Sales rep- 
resents all Metropolitan Broadcast- 
ing Television stations including 
\V\'i:\V-rV, New York; KMBC- 
TV, Kansas City, Mo.; WTTG, 
Washington, D. C.; KOVR, Sacra- 
niento-Stotktoii, Calif.; WTVH, 
Peoria, 111., and WTVP, Decatur, 
111. 

The ladio di\isiou represents all 
Metropolitan Broadcasting Radio 
stations including W'N'KW, New 



\ork: KMBC], Kansas (^itv. Mo.; 
W'lP, Philadelphia; and ' WHK, 
C>levelancl. The unit also repre- 
sents \\'C:ii.\i, Baltimore. 

Both new divisions will continue 
to headquarter at 3 li. 54th Street, 
New York. 

In another action announced last 
week, Metromedia bought KTTV 
(T\') , the Times Mirror Co. sta- 
tion in Los Angeles, for apjiroxi- 
mately $\0 million. With the ac- 
cjuisition of KTTV, subject to the 
approval of the F("C, ^Ietromeclia 
will have indejienclent outlets in 
three major cities. New York, AVash- 
ington, I). C, and Los Angeles. 

News of the sale was made in a 
joint announcement by N'ornian 
C>handler, chairman and jiresident 
of Times Mirror, and John W. 
Kluge, chairman and president of 
Metiomedia. Metromedia will ac- 
cjuire all of the stock of a wholly- 
owned Times Mirror subsidiary. 

Kluge indicated there will he no 
change in station management. 
Robert W. Hreckner, jjresident of 
Times .Mirror Broadcasting, will be 
retained in his j)resent post, and the 
station will continue to be operated 
under the same call letters as a di- 
vision of Metromedia. 

With the addition of KTTV, Me- 
tromedia will now be operating 
se\en \ ideo outlets. It also owns 
tour radio stations. (Chandler said 
lie was selling KTTV in order to 
liiiiher also the company's interest 
in its chosen fields of printed com- 



munications media and graphic 
arts. 



TAG adds 2 to board 

The acceptance of locally pro- 
duced cultural and informational 
television shows has triggered a 
major expansion of Television Affil- 
iates Corporation, a clearing house 
for such jiroductions, and a wholly- 
owned subsidiary of Trans-Lux. 
(See si'cjNsoR story, "Local Shows' 
New Tv 'Web,'" 1 June inf>2.) 

Details of the exj)ansion program 
were outlined by TAC's three-man 
sujiervisory team — president Rich- 
ard Brandt, executive v.j). Richard 
Carlton, and v.p. Robert AVeisberg. 

In the exjjanded TAC program 
two prominent industry men have 
been added to its advisory board. 
They are: Sylvester L. (Pat) Weaver, 
Jr., chairman of the hoard of ^fc- 
Cann-Erickson (International), and 
Cordon Gray, jiresident of 'WKTV, 
Utica-Romc, New ^'ork. Other 
members are Richard liorel, direc- 
tor of tv, WBNS-TV, Columbus, 
Ohio; F.ldon Campbell, v.p. gen- 
eral manager, AVTBM-TV, Indian- 
apolis, Inch; Roger Clijip, v.p. and 
general manager, radio and tv. Tri- 
angle Publications, Philadeljihia; 
Jack Harris, \'.p. and general man- 
ager, K PRC-TV, Houston; Norman 
Louvau, president, KCPX-TV, Salt 
Lake City; David C. Moore, presi- 
dent, Transcontinent television 
Corji., New ^'ork; and A. Louis 
Read, executive v.p., WDSII-TV, 
New Orleans. 

Since its inception, 14 sponsors 
have utilized TAG programs. The 
TAC subscriber list has grown from 
11? stations in January inr>2 to 52 
stations in lOfiS. 

Radio Stations 



WMIN, Si. Paul, has been acquired 
by KTWN, Inc., a .Minnesota cor- 
poration headed by Gene Posner. 

Posner is j)rcsident of Cream City 
Broadcasting c)f Milwaukee, oper- 
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fatorsot WMIL (\M & FM) . 

Seller is Franklin broadcasting 
Co., New ^'ork, with negotiations 
handled l>y I laiiiilion-Landis Asso- 
ciates. 

The station's call letters will be 
changed to KTW'N, subject to FCC 
approval of the sale. 

Purchase of the St. I'aul station 
is the fnst step in a proposed ex- 
pansion piograni to ac(iiiire the fnll 
quota of stations, according to 
Posner. 

Theme of this year's National Ra- 
dio Month will be "Radio ... the 
Mobile Medium." 

NAIVs pnblic relations service is 
busy i)reparing promotional kits 
and Scott-Textor Productions has 
been retained by NAR for the 
second straight year to produce 
jingles for the observance. 

The promotion is set for May. 

WINS, New York, reported Oc- 
tober-December billings were the 
highest in the history of the station 
for the fourth quarter. 

This record doesn't include ad- 
ditional business resulting from the 
newspaper strike. 

According to sales manager Ar- 
thur Harrison, lOfiS should see a 
25% increase in billings for the 
station, recently acquired by West- 
inghouse Broadcasting. 

With public service campaigns 
ranging from eradication of hog 
cholera to a week-long salute to 
Georgia's schools, the Georgia 
Assn. of Broadcasters released its 
2nd annual pul)lic service report 
to the FCC. 

Among the highlights of the re- 
port: GAB personnel travelled 25,- 
300 miles, conducted 370 public 
service meetings and conferences, 
made 75 speeches promoting broad- 
casting. Its stations broadcast 1,- 
515,000 public service announce- 
ments and programs valued at an 
estimated $13,700,000. 

Only nine Georgia radio stations 
are not members of the association. 

Ideas at work: 

• To supplement is news cover- 
age heard every 15 minutes, WLIli, 
New York, is also "publishing" a 
■newspaper which is being distrib- 
uted twice daily to the listeners in 




Something with which weathercasters can "warm" viewers 

WLBW-TV weather girl Virginia Booker prepares her 10-15 second spots for weathercasters in 
some 17 northern, snow-bound cities, appropriately mentioning the appealing Miami temperatures 



its area for the duration of the 
newspaper strike. 

• Lucky winners of the AVNAC, 
Boston, Winter Carnival Sweep- 
stakes now being conducted on the 
air will spend their skiing holidays 
in either Massachusetts, Vermont, 
or Switzerland. 



• Even though Mobile, Ala., is 
lorated some 11,000 miles due 
south of the North Pole, WABB 
was abh; to import 20 tons of ice 
and enough sleds to make "Opera- 
tion Snow" a huge success with the 
kids of all ages in Mobile. The 
event was a tie-in with merchants 




San Antonio station buys space in Dallas 

An outdoor sign announces new Golden Hit Carousel programing and the new call letters KBAT 
to Dallas timebuyers. Station was KENS. Checking the sign are PGW Dallas radio mgr. John 
Butler (1), and stn. gen. sales mgr. Chester Maxwell. Billboard is spotted in Downtown Dallas 
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Live bands back on tv in Pittsburgh 

Teenagers are stepping to the music of live bands again, this time on WIIC (TV), Pitts- 
burgh, show "Twixt Twelve and Twenty," broadcast each Saturday afternoon with 
different bands. Venture is in cooperation with the Pittsburgh Music Society 



of Pi i( hard, a near-by (omiminity. 

• Rc( ailing radio's hah(<in da\s 
wIkmi a sound ts man witii 
some cello])hane (oidd create the 
crarklini; of a log fire, sounds arc 
the clues to ^VI^^^ New fork's 
"I'liiniy Cajxion Ooniest." i.isicners 
are asked to sii])])ly willy (a])lioiis 
foi siifli iininistakable soiiiuls as 
a iray of dishes falling. 

• (.oiiuiding with a five-week 
(ain])aigii for Sunshine IWsniii, 
WXVZ, I")eiroii, listeners who pre- 
di(t tlie total niunbev of hours of 
smrsliiiie for the area between I I 
[aniiary and \C> February will win 
an all-i'X]>ense-j)aitl week in Flori- 
da. 

• KRAK, Sacramento, lias 
started the year off with two Coun- 
try Music S|u-( laculars, at the Me- 
morial y\iidiloi"iuin. 

• O^'ti" 18,000 listeners partici- 
pated ill football |)roinotioiis on 
^VT()1^ W'asliiiigioii. Score ])re- 
diciioiis won prizes, relaiiiig lo the 
s])oii itself, every week dining the 
season. 

Here (here on the public service 
frf>ii(: WAAF, ("hie ago, and Key- 
sloiii; I .aboi aiories of Meinj)liis, 
li;i\c joined liaiids willi Negro re- 
ligions lea<h;is in a program to find 
jobs lor niieiiiplo\e(l non-whites in 



teriiiiiie the Wasiiiiigton-arca audi- 
ence cleiiiaiicl. 

rrogiamiiig iioies: KWKW, Lo.s 
Angeles, has a new inonihly show- 
case called "I'robe" which covers a 
s]K'cilic proi>leiii or ])oiiit eacii 
iiionili of interest to ilie Latin 
\iiiericaii popidatioii of Sonilierii 
California . . . " Fhe C^omniiiniiy, 
the (Joiporaiioii and the National 
I'lirpose" is the theme ol a series 
of six lectinfs heard weekly on - 
WW), Detroit, it started last week 
. . . " The Military News Capsule, " 
a feature ciirreiiily riiiiiiiiig c)n 
WC^AO, Baltimore, is being iii- 
aiiguraiecl on the other fom" Plough 
stations. 

(Jiaiiging hands: F(]C has ap])rovecl 
transfer of control of ^VTKO from 
Radio Ithaca to Ivy P>roaclc astiiig 
Co. Radio Ithaca has been asso- 
ciated with Iv\ since the latter was 
loundecl in 1*J59 through conmion 
owiiersliij) and direction of I". F. 
(Woody) Erdinaii, president of 
lx)tli firms. 

Uroachaster branches oiii: Arthur 
W. Arniidel has jiurc based The 
Loudoun Time.s-Mirror, Viiierica's 
second oldest weekly, which is ])iib- 
lished in Leesbiirg. Vriindel is the 
foimder and president of rniied 
Slates 'rran.sdvnaiiiic s, whic h owns 



the (.hicago area, Fhe religious 
leaders will sponsor c|iialilied per 
.sons currently iiiienij)loyecl in an 
a])peaiaiice and interview on "Cliil- 
leiige ol Democracy" broadcast 15 
iiiiiuites a week via W \ AF . . . 'Fhe 
celebrated English actor and direc- 
tor. Sir Jc)lin Cielgud lias recorded 
special ])iiblic service amioiiiice- 
iiieiits for the six AUOownecl ra- 
dio stations' Comnninitv Action 
])rojeci on behalf of the Peace 
(;oi])s' current rec niitiiieiit cani- 

I) aigii . . . WIP, Philadel])hia, 
sie])ped right in cm the (irsi morn- 
ing of that cit\'s trans|)ortatioii 
strike to help its listeners get where 
iliey were going. P>otli ])eople with 
available ])assengei s])ace in liieir 
aiitos and those needing a ride 
called into the station's special op- 
erators, who did some fast matc hing 

II] ), lo e\'er\one*s satisfaction . . . 
WRR, Dallas, launched a Fina 
Fiadic Re|)orl series from r):30-9 
a.m. and 4-r):.S0 ]).iii., Monday-Fri- 
day, si)c)iisorecl by American Peiro- 
iina. 

\ew format: WDON, Washington, 
changed its morning progianiing 
(from sign-on to 2 p.m.) from a t^'S* to o\d fortune wheel 

.. • , f ' . Into safety deposit vault go master records of 

pop musu tvpe fotiiiai to cciin- ^^^^ ^^^^J^ ^.^^^ ..^^.^ ^j^., ^^^^^^^ 

try and western music, the result «t Mgr. Jom Johnson gives tapes and list of prizes 
of three moiitlis of research to de-HBto vault custodian. There are 1,000 grand prizes 
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Washington area station \\'A\'.\ 
(AM & KM). He is also owner ol 
WXVA, Charles Town, W. 

Sales zeal cited: The [i()2 alliliates 
of Miidial Uroadcastiiig System 
coin])etcd with each other (o see 
which conld sign the largest vol- 
iniie of local advertising from 
Ilomelite Co., one of the network's 
leading advertisers. Winners of 
3100 cash prizes: Walter Stamper, 
tonnnercial manager, WAI'O, (^hat- 
tan(K)ga; Samuel Searfoss, sales rep- 
resentative, WS|.\r, Saint Joseph; 
and Frank Donnelly, account ex- 
ecutive, KVFl), Ft. Dodge. 

Nice work if you can get it dept.: 
Ken Graughran, d.j. and program 
director of WWCX), Waterhury, 
has been appointed to a three-year 
term on the Miss Connecticut Man- 
agement Connnittee and made an 
officer of the groiij). 

Happy anniversary: To Jean Con- 
nelly, women's director of WTAE, 
Pittsburgh, who began her fifth 
year with the staticm on 5 [aiuiary 
... to KGO, San Francisco, cele- 
Inating its 39tli birthday this 
month. 

News expansion: KRLA, Los An- 
geles, has set u]> a news bureau at 
the Los Angeles (livic Center with 
Gordon Franks in charge, to in- 
tensify coverage of local govern- 
ment activity. Station is also add- 
ing the full Wl California re- 
gional wire service for greater se- 
lectivity of news of California in- 
terest . . . The KVW, Cleveland, 
Radio News Editor Cfincept has 
gone into effect, along with a major 
rescheduling and ex])ansion of air- 
tinie for newscasts. The move iii- 
\"olves the a])pointmeiU of a day 
and a nighl news editor and the 
start of all jwincipal newscasts on 
the hour, instead of on the half- 
hour as was previously the case. 

Sales notes: One of the Ray Area's 
largest radio spot buys in years is 
that of Lanaburu IJrolhers Bakery 
of San Francisco, Avhich has signed 
a 52-week contract with KCTiS . . . 
Nine national advertisers renewed 
their 52-week contracts with Mu- 
tual Broadcasting System and one 
other has signed ffir a year's cam- 
paign, following a successful 13- 
week scliethile just completed. The 



iiiiic: .'Viiicrican C)aiiaiiii(l, Itiisiol- 
Mycrs, F'osler Milburii, (.cneral 
Electric, LX:M, Meiiiien, Monroe 
Aiilo Ecpiipiiieiil, IMiilip .Morris 
and R. J. Reynolds. In addition, 
Ex-Lav renewed its schechile on 
Mutual lor 2() weeks. 

PEOPLE ON THE A[OVE: 
Thomas L. Tiernaii to assisiant 
sales manager and Michael Faliei tv 
to auouiit executive of K^'W, 
Cleveland . . . Harry CJreenberg to 
vice president and sales manager, 
and Marvin Seller to merchandise 
manager of AVHAK (AM & FM), 
F.ahyloii . . . Edward J. Peters to 



ulio ifsigned 1(1 open ins oun 
ageni \ 111 die Sau Fcinaiido \',ille\ 
. . Jeanne .Maxcv, lor the pasi 
\eai and a hall iiallK maiiagci oi 
K(;F), to K.MU;, Los /\ug(l<s, as 
ladio sales (ooidinaior ... Douglas 
Campbell, national sales iiiaiiagci 
siiue Febinai) l?»()2, to sales man- 
agei for KAIU;, Los .\iigeles , . . 
Robert l>. I'rolicher lo direcior ol 
promotion and public it\ l<»i \\'FA\', 
(Cincinnati. 

Kudos: WSI{, Ailania, won the 
i'.)()2 F.disoii Foundation Xaiioiial 
Station .\ward as "the radio sta- 
tion thai best served youth." The 
awards were preseuied Ifi [anuarv 




SiiiK Sleeves session in Honolulu on Savings Jamboree 

A KGMB promotion provides for sponsor participation in prize give-away and mailing to some 
100,000 Hawaiian families. Working out details, l-r: a/e Dick Lee; Hawaiian Broadcasting gen. 
mgr. Joe Herold; Whizzer Sales Power Campaigns v.p. Oscar Rudsten; stn. sales mgr. Robert Karr 



manager of W.MP>f), Peoria . . . 
. . . Tommy Dick.soii to director of 
publicity for WC.\F. Philadelphia 
. . . William R. Demjaii to assistant 
])rograin thrector for W(.\S (.\M 
& F.Nf). Pittsburgh . . . William J. 
Gallagher, Jr., to sales manager of 
WPIK, Alexandria . . . Ira L 
Hewey, manager of ^VE\^', El- 
mira. to assistant manager of 
WILAf. Greenfield . . . Robert 
Kovololl to the sales stall ol WLS, 
Chicago . . . William R. Horine to 
radio prochicer in charge of public 
affairs at WH.-\S, Louisville . . . 
Robert Kennedy to advertising and 
promotion manager of KX15C, Los 
Angeles, succeeding Michael Giadle 



at New York's Waldorf-Astoria . . . 
KA^'f l>eauiiioiit, got the January 
Texas A.s.soriaied Press broadcast- 
ers Ke\ Station .\ward for the best 
coverage of a single news story. 

Tv Stations 

There's discpiieling news for new.s- 
papers contained in a T\B study 
on retail .sales in newspaperle.ss 
New ^'ork City. 

Stores in the area had been sell- 
ing at a rate below the previous 
year in early December I9()2 when 
the newsjiaper strike hit the cit\, 
These stores went well ahead o( 
I9C1 after the strike siaited. .And, 
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EDITORIAL POLICY 

"Realizing the importance 
of editorial policy as estab- 
lished by WXLW, we will con- 
tinue to be dedicated to the 
task of urging greater inter- 
est and activity on the part 
of listeners in the serious 
business of government, from 
the precinct level on up. 
"WXLW will continue to op- 
pose welfare stateism, col- 
lectivism, in any form, and 
irresponsible pressure cam- 
paigns of selfish power-seek- 
ing individuals and groups. 
The station will be basically 
for rugged individualism and 
the conservative point of 
view, and will constantly 
fight for the free enterprise 
system and it's continued 
growth and expansion. 
"We believe that there can 
be no second class citizens 
in a republic such as ours. 
Furthermore, we believe that 
first class citizenship car- 
ries equal responsibility and 
privilege. 

"WXLW will endorse or be 
critical of either political 
party, candidates to office, 
or office holders, when such 
a position is deemed to be 
in the public interest." 

Statement of editorial policy by 
Robert D. Enoch, president and 
gen. mgr., WXLW, Indianapolis 



New York as an area liail been be- 
low the national average prior to 
the striki- and above the average 
sine e. 

Ini|)li(it in these facts: Tv has 
been doing a good job for ihe iisii- 
all) newsjj.i pel -oriented retailers. 

TluMe are ai least a few folks ont 
oil tlie west coast who put stock in 
the old early bird adage. 

A case in point: some luistling 
Los /Xiigclcs salesmen, headed by 
Si)eii(e Keniull of KM EX-TV, have 
Come up with a Monday iiioriiing 
Six-Axcni Club. They hold break- 



fasts each Monday to talk shop and 
listen to a guest speaker. 

Delay sought: The K.W, has asked 
FC;C to e.xteiid its deadline for 
(oiiiiiieiii on the "loudness" of 
broadcast <oniniei< ials to permit 
time for research on the psy< lio- 
logital and pliysiologi( al effects of 
iKjise on iii(hMduals. Suggested 
deadline is 18 Marc h. 
Looking forward to: I he \Vasliing- 
ton, D. (;., preseiilatioM of Tvirs 
Jericho— 'The Wall lletweeii Us," 
set for 2.') January. 8:.S0 a.m. at the 
.Sheraton-l'ark. 

Here there on (he public service 
front: Ruth Lyons, star of WL\V, 
Cincinnati, raised $.S81,r)r)r) during 
her \9C>'2 Christmas Fund drive, 
suri)assiiig her retold total of S.SS'l,- 
250 the |)revious year. This annual 
effort, begini by .\[iss Lyons in 
19.'i9, l)egins on 4 October, her 
birthday, and ends at Christmas- 
time. The appeal for funds, to aid 
hospitalized children, is made over 
the Ciosley Broadcasting stations 
ill Cincinnati and fed to other 
Crosley outlets in Dayton, Colum- 
bus, and Indianapolis. 

Programing notes: \VIIC, Pitts- 
burgh, inaugurated a new, ex- 
panded, in-depth news program 
called "Dateline 'G.S: Six O'Clock 
Report," from C-7 p.m. daily, Mon- 
day-Friday. It"s Pittsburgh's first 
daily hour-long tv ne\\'s program 
. . . Internationally-known bowling 
champ Don Carter hosts a new 
series of five-minute tv films on 
WTAR-TV, N o r f o 1 k - N e w po r t 
News, ^^ollday through Friday 
from .5:10.5:1.5 p.m. . . . WTCN, 
Minneapolis-St. Paul, is abandon- 
ing the tv formula of news, weather 
and sports and combining all these 
elements and others into an inte- 
grated .SO-minute stanza. The ex- 
panded newscast is currently slotted 
9:.S0-10 p.m. on Saturdays and Sun- 
days but the plan is to extend it to 
the other five nights as well . . . 
\VUK15, Chicago, has become the 
28tli station to sign with WP>C 
Productions for "The Steve .\llen 
Show," a nightly 90-ininute come- 
dy-variety program. It started there 
last week . . . Henry A:iron, coii- 
cluctor of the \Vheeliiig Symphony 
Orchestra, is hosting the LS-week 
scries of hour-long tv concert spe- 



cials featuring the liostoii Sympho- 
ny Orchestra, produced by Seven 
Arts, on WTRF-TV. During the 
lirst five iiiiinites of the hour 
Aaron will cli.scuss the world of 
classical music and the })rogram of 
the day. 

Sales: "Panorama Latino," a two- 
hour Spanish tv show on KCQP, 
Los Angeles, starts its sixth year 
with renewals by several regional 
and national clients. They are: 
American Chicle, lUirgermeister 
beer, lioyle- .Midway, Chesebroiigh- 
I'ond's, Colgate-Poliiioli\"e, Conti- 
nental Haking, |. |. Newberry, 
Kellogg's, Mjr. Coffee, M |I5 Rice, 
Norwicli-Pliariiiacal, I'liili|) Morris 
and Standard P)r:iiuls. 

iXews ex|)aiisic)n: \VOOD (AM & 
TV), Craiid Rajjids, became the 
only stations in Michigan to staff 
the State Legislatine on a regular 
basis with the assignment of news 
editor Del Blumenshine to cover 
the capitol. 

PEOPLE ON THE MOVE: Ken 
Hatch, national account executive, 
to national sales manager for KSL- 
TV, .Salt Lake City . . . Roy Hcatly 
to director of news for KNXT, 
Los Angeles, and the CBS TV 
Pacific Network, effective 1 Febru- 
ary, replacing Sam Zclman, who 
moves over to a similar job at 
KTL.\, Los Angeles . . . NVilliam 
!». Hull to the newly-created posi- 
tion of manager of spec ial services 
for \VJ\V-TV, Cleveland . . . Joe 
Cella to director of promotion and 
publicity for \VIAVT, Cincinnati 
. . . John J. O'Leary to national 
sales service director of \VOKR- 
r\', Roc hester . . . Richard Sinclair 
has resigned as advertising and pro- 
motion director of KH|-T\', Los 
Angeles. 

Taking stock: K.VP.C-TV, Los An- 
geles, put out an attractive bro- 
chure called "Service r)2" which re- 
counts in both |)ictures and text 
the public alTairs programing and 
other activities undertaken by the 
station last year. One notable para- 
graph: "During 19r)2. KABC-TV 
devoted more than half a million 
dollars in spot annotincoment time 
alone to public ser\-ice agencies 
and organizations for charitable, 
cultural or educational |)urposes." 
Success story: Guy's Potato Chips 



fi-1 
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used KMllC-TV's "Mickey Mouse 
Club" exclusively for five weeks in 
Kansas City to promote a "Wonder 
Mouse" premium inside the 59 
cent package of Chips, Result: a 
record five-week sale of over 300,- 

000 packages containing the trick- 
niouse premium. The campaign 
will be repeated in Omaha. 

New Tower: Service will be unin- 
terrupted during the constiiution 
of a new tower for WTRF-TV, 
Wheeling. FCC approved the move 
and die 710-ft. structure will be 
double the height of the present 
one. Projected completion date is 

1 August at which time the sta- 
tion's coverage for the area will 
be greatly e.xpanded throughout 
the Ohio \'aHey. 

Kudos: WLOF-TV, Orlando, was 
selected winner of the 1962 Thomas 
Alva Edison Foundation national 
station award for "the tv station 
that best served youth" . . . Amos 
Eastridge, merchandising manager 
and Bill Hughes, national sales 
rep of KMTV, Omaha, have been 



named secretary and fust vice 
president of the Omaha (irocery 
Manufac tuicis Represeiiiativcs re- 
spectively . . . Ri<har<l |. Fisdicr, 
news director for WLW and 
WIAVT, Ciuciiuiati, has l)een ap- 
pointed co-chairman of ilie Wire 
Polity Conunittee of ilic Radio- 
Television News Directors Assn. 
He'll .serve with Thomas Frawley, 
news director of WMIO-TV, Day- 
ton . . . WCPkS-TV has been 
awarded a New ^'ork Citizens 
Budget CcHumission special cita- 
tion for "distinguishecl coverage" 
of municipal affairs ff)r the general 
sc()pe and depth of its continuing 
coverage as evidenced by its |)resen- 
taiion "New York .Spectrum" . .". 
Three WBBM-TV programs re- 
ceived top awards in tlie annual 
Chicago News Photographers Assn. 
competition. First place awards 
went to "The Dropout" program 
on "I See Chicago," and to the holi- 
day safety feature, "Miinites to 
Live." A news special, " Fhe Wasted 
^'ears," got a second place honor in 
the documentary division . . . 
KNTV, San Jose, newscaster James 



Dnuiie has been appointed to the 
faculty ol San fose State Ccdlcge, 
effective 4 I'eljruaiy, as assistant 
jMofessoi in the joui ualism clepart- 
lueiu . . . Jack E. Kiuegcr, news edi- 
tor of W T.M I (AM-FM R: TV), was 
elected president of the Milwaukee 
Press (;lul), the first broadcast news 
repiesentative evei to head the 
Milwaukee dul), 

Reps 

Rep ap]>oinimeni: KRDO (y\M &: 
TV), Clolorado Springs, lo Adam 
Voung. 

PEOPLE ON THE MOVE: Gene 
Malone to assistant sales manager 
for western stations for I I-R Tele- 
vision. 

Film 

.Some .$2,.500,000 in license agree- 
ments arc already in the MG.M- 
TV till for rights to .^0 newly-re- 
leased MGM features. 

Twelve stations have bought the 
pc)st-'18 films so far. 

Some of the titles: "The lUack- 



Newsmakers in tv/radio advertising 




Lawrence Fraiberg, an industry 
veteran, is the new vice president 
and general manager of WTTG, 
Washington, D. C. Fraiberg 
joins the station from Metro 
Broadcast Sales where he was 
assistant to the vice president 
and director, specializing in tv 
sales and co-ordinating all tv 
sales activities. He was also at 
KPIX-T\', San Franci.sco. 




Richard Schaller was named lo- 
cal sales manager of \VGR-TV, 
Buffalo. He joined the station 
iu I960 as sales represeiuative. 
His previous experience in the 
broadcasting field dates back to 
\9')7 when he was a sales repre- 
seiuative of \VINE and \\'XRA. 
Immediately before joining 
WGR-TV, Schaller was with 
WBEN for 2i/o vears. 



Martin Weldon will head up 
public affairs programing for 
RKO General Broadcasting at 
the local and national levels. 
Previously, \V'elclon was director 
of news and special events for 
Metropolitan Broadcasting. He 
was also director of news for 
\VNEW, New York, winning the 
Peabody Award, among others, 
for news and documentaries. 




J. W. Knodel, president of Avery- 
Knodel, has been named a mem- 
ber of tlie board of directors of 
the Station Representatives As- 
sociation. Knodel, chief execu- 
tive of the television and radio 
sales rep firm, succeeded to the 
firm's presidency in mid-1962, 
after serving in Chicago as ex- 
ecutive vice president. He has 
also been with Free and Peters. 
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WHAT ARE 
YOUR 

PHOTO 

REQUIREMENTS? 



BAKALAR-COSMO 
PHOTOGnAPHEDS 

in W. S6UI St, H.V.C. 19 
212 CI 6-3476 




RATES are rates the 
world over, and ours 
are competitive 
($22.50 for 3 nega- 
tives) 

BUT QUALITY is 

something else again 
.... ours is superla- 
tive! 

And SERVICE is still 

another matter .... 
ours is unbeatable! 



Jimglf," "I'll ToiiH)!- 
row," aiul "SoiiielMKly I'j) riierc 
Likes Mc." 

Tlit'ro's <|iiilt' iiii U|)i>ciit note to 
<<)iiie from IT(> re,nai<Iiiig its "Sii- 
pertar." 

'1 he scries has glossed S I ,'.)()(),()l)0 
to ilale on sales in 1 H) l^ S. ami 
I'J foreign markets. 

Among the sales are stihsiaiiti.'tl 
regionals to Ameritan Doll is: Toy 
{Mailisou vScjiiarc Advertising), for 
six to|) markets; Renno Toys 
(\Vel)l> Assoiiates), for Hi leading 
mai kets: Leiizsc) Dist. (Dixie), in 
(i\e inarki'ts; and Miss C.eorgia 
D.iiries in two. 

Sales: Six more stations have 
liought the Allied Artists Televi- 
sion Science Fiction featme jiack- 
age. I hey are: \VIS(/r\', Madi- 
son; CKlAv-rV, Detioit; K()(.()- 
r\', San Diego; WJR T- IA', Tlint; 
KMin -TX', Harlingen; \V|\V-T\'. 
Cleveland . . . MCIA TV's ".\l- 
Sijiiad" to Ford Motor (JWT) lor 
four markets and to \\'IS(.-T\', 
Madi.soii, and renewed by \VI' T.-V, 
Ft. Wayne and \VD.\M-T\', Hat- 
tieshmg: "ISachelor Father" to 
Louis Shanks Furnitnre and the 
Nash l'hili|>s-(!o|)iis (io. lor K'FUC- 
'l\', .Austin, .'ind the Oolliiis !v; 
Ryan Co. for \\T,()( I- l \', .Salis- 
hury. Program was also sokl to 
\VXVZ-'F\', Detroit, KXLV-'I\', 
Spokane, and KIR()-'F\', Seattle 
. . . King Features Syndicate's new 
(artoon 'Ifilogy to Ideal Toy 



((.ie\) for over 50 iiiaikets and 
Kemier ProtliKts for several mar- 
kets, ill addition to 10 station sales. 



Fiiiaiuial note: United Artists A.s- 
.socialed reports that volume of 
hnsiiiess in l!ir)2 was better than 
double (hat ol the previous )ear, 
with returns setting a record. .Most 
rec ent sales on "Showc :ise for the 
Sixties," consisting of 33 post-DoO 
pictures, were made to KII|-T\', 
Los Angeles; W'FEiV, Albany; 
WDAU-'l \', Sc iaiitoii; \V'F()L-'I A', 

Foledo; KROC-'IV, Rochester; 
\\'()\VL- rV. Florence; and K.MID- 

yy. Midland. 

New |)rc)perties: "Face and Place," 
a "varictx show ol the world, with 
ein|)liasis on the unusual, the ex- 
citing and the bi/arrc." 'Fhe series 
is a spiiioll from "y\c ross the Seven 
Seas," a Jack Douglas Organiza- 
tions production s|)oiisored by 
,\inerir.-in Home Products, which 
has a Inst o|)tion on it. 

.V|)poiiits PR comi.sel: The Fihn- 
Makers Inc. (Ihic ago-based fdni 
|)rodii(tion company sjiec ializing 
in tv coniinerc ials and industrial 
films, has appointed Jane Pinker- 
ton .Vssociates, New ^'c)rk. 



PEOPLE ON THE MOVE: 
.Midiael Laurence has left his post 
as executive vice president of 
Robert L.'iwreiue Productions. . . . 




"Happy New Year" in typical Texan style 

KHOU-TV, Houston, saluted New Yorkers with a new year's greeting via New York's 
largest outdoor display sign. The salute was filmed by the station and run in 
Houston at holiday time. Production shots included the 95-ft. sign, atop the 
Warner Theatre, with shots of Times Square, so Houston got a taste of Gotham 
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^SELLER'S 
VIEWPOINT 



By Carlton Fredericks 

Radio nutritionist 



Worthy investment: specialized radio 



Radio is not iieressarily ;i mass 
mccliiini, aiul many advertisers 
who iliink of it as siuli are missing 
out on a good bet. Many nianu- 
lac tmers of specialty prodiu ts that 
have a definite market, hut are not 
necessarily of mass a|)|)eal, have 
found that radio is trenieudoiisly 
successful in reaching higidy spe- 
cialized audiences. Radio can not 
only pinpoint these audiences, and 
do a magnificent selling job. but at 
a very low cost-per-l ,()()(). 

This means ihat a manufacturer 
of specialized items, or the sup- 
plier of limited-appeal ser\ices, 
can, through the economically cost- 
efficient use of radio, advertise his 
wares with a comparati\'ely small 
budget, reach the particidar audi- 
ence he wants, and hear the cash 
registers jingle a merry tune. 

It's been proven many times that 
a specialized radio program can not 
only reach a particidar audience, 
but can influence that audience to 
go out and buy a product, which 
is, after all, the only real proof of 
the pudding. This has happened 
time and time again on my own 
program. Living Should Be Fun, 
which has been syndicated on nu- 
merous radio stations since 1911. 
•Since, as a nutrition researcher, I 
deal with topics in\olving health 



and diet, my sponsors ate mostly 
those whose prodiicis arc related to 
this field. 

Radio is singidar in its ability to 
influence people, I think, mainly 
because of its intimate (piality — a 
broadcaster speaks directly to eat h 
person in his audience, and a lap- 
j)ort is built up between the two. 
This liaison carries o\'er to the 
(ommercial portions of the pro- 
gram. This is espec ially true when 
the broadcaster himself deli\ers the 
conmiercial message to the audi- 
ence. 

1 recall a survey the lUiitoni Co. 
made at supermarkets, where they 
cpieslioned shoppers leaving the 
markets with Biiitoni products. 
They fomid thai one out of e\'er\ 
foin- buyers reported that they had 
pmchased lUiitoni after hearing it 
lecommended in a personalized 
on-the-air message. Sales of Ka- 
nana Hanana I-'lakes increased 
in three months after iis 
message was introduced on pin- 
pointed radio. 

At the time the makers of Levy 
bread decided to use a special re- 
cipe I had developed for making a 
nutritioirs white bread; they had 
two deliver) trucks. With more 
than 9')% of their advertising 
budget placed on a specialized ra- 




Cnrltou Fvedcricks, a specialist on 
nulnlion and lieollli, holds n Ph.D. 
in public health from X.Y.U. and 
was formerly associate ftrofes.sor of 
nutrition at Farleigh Dickinson 
College. In addition to his daily 
syndicated Li\'ing Shoidd He Fun 
ou IVOR, Xew York, he broadcasts 
a fealuie on ABC's Flair on 2S3 
stations, and writes a New York 
.Mirror column. 



dio j)i()giaiii, sales soaicd lo ilic- 
exicni thai at the end ui a ycai, 
diey were making use ol 7'J. dcliv 
cry ti U( ks. 

.Spec ialized radio sold food 
ficczeis in Xew York C;ii\ in a span 
"f I I nronihs, glossing >>(\ million 
in sales at an advertising cost of 
less than S.'W.OOO. When this pci- 
soual toudi was used in broadcast- 
ing (onnueicial messages foi Ster- 
ling Drug lo sell a pharmai euii( al 
I)ro(lu(t, the lompleie stock of this 
priMluci was sold out. I)es|)eraie 
lisieiiers clanroring for the item 
were lold on ihe-air. and wiih the; 
permission of ihc sponsor, that the 
prodiici would Ix* obtained for 
ihem ahead of oiher consumers 
thioiigh the program by personal 
intervention. 

The influenie of the radio broad- 
caster who establishes a good rap- 
port with his listeners is so great 
thai the broadcaster has a real re- 
sponsibility lo his audience. This 
is why I ha\e made it a rule thai I 
mnsi always perstmally approve 
every .kcouiiI. 

The only way tor such an ad- 
vertiser to test the truth of the the- 
ory of specialized radio is to try it. 
Scout around and find the |)rogiam 
best suited lo your product — a pro- 
gram which attracts nund)ers of 
your potential customers. Whether 
ii be syndicated or live, it must 
have a personal apjx'al to its lis- 
teners. Investigate the successes it 
has had in past years in actual sales 
of products. After all, it is the suc- 
cess stories that actually prove the 
personal influence of the program 
in regard to its listeners. Ratings 
are not an important factor in biry- 
ing suc h programing. 

It isn't enough that a large num- 
ber of people are merely exposed 
to a sponsor's product. Specialized 
radio, I believe, is high in this 
"buy-factor." 

Advertisers, especially those deal- 
ing with specialized products who 
don't want to waste their ad dol- 
lar with buckshot campaigns, 
should take into account the ccm- 
centrated influence that special- 
ized radio has with its audience. 
Add to the picture the relativelv 
low cost and high efficiency of such 
programs, and you come up with 
the best advertising in\estment 
available in any medium. ^ 
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"SPOT-SCOPE 



Significant nev^s, 
trends, buys in national 
spot tv and radio 



I 



I 



Honda Motor C<)., Ltd., of T<)kyo, worWI's laigcst manufacturer of 
motorcycles, will .spenti a rec<)rd budget of over $2 million this year for 
its siibsitliary, American Honda Motor Co. 

A 300% increase over 19r)2, the budget is heavily earmarked for tv 
and ratlio s)m«. Ckjuinicrciais arc bt'ing ])ie])ared by agency Gum])ertz, 
lieniiey & Dtilan, l.os .\iigeles, lo send to Honda dealers and dealer 
associations tiiroughoiit tlie (ountry. Honda now has more than 750 
American tlealers coast-to coast. 

A very substantial tv plinige for Swift's Golden Vigoro, via Burnett, 
set the pace for buying in the ^^idwest. 

Resulting from last year's successful spot tv campaign, Vigoro's budget 
for the same has I)een greatly intieased this year, reflected in a longer 
market list. 

The sthedidi-, which tonsists of nighttime minutes aimed at a male 
audience, begins in some markets dming February, with staggered start 
dates according lo regional climates, riuming for from four to ten weeks, 
depending on the market. Eloise ISeaiiy is the buyer. 

SPOT TV BUYS 

Lever llrothcrs lamxhes a campaign on the first of February to promote 
its I.iix Li<]iii(i. j\fiiniies in botii night and dayiime will rim for 22 weeks. 
The buy is out of J. Waller Thompson and Larry Reynolds is ihe contact. 
National liiscuit put a call in for minutes in and aroimd kids shows, part 
of a campaign for its Wheat R: Rite Honeys. With a 1 Februar) kick off, 
the sthednle will run foi four weeks. Er\\in Davis is the buyer at K&E. 
Liberty Mutual Insurance bought a schedide, lo start as soon as ])OSsible 
and rmi for 13 weeks. The insuiance company is using adult fringe inin- 
uies. 15uy is out of liHDO, liosion, and \\ right Briggs is the buyer. 
S. C. Johnson is going into a host of inaikets \\'ith schedules on behalf of 
Glade. The campaign gets rolling the first week in February, with the 
schedide sei lo rim for 10 weeks, l ime segments: nighiiime minutes, 
chainbreaks and l.D.s. Agency: Benton & Bowles. 

Andrew Jergeus is lining u]) sc\'eral selected spot markets for a cam])aign 
involving its sham))oo. Kirk off date is 18 February and the schedule will 
run for six weeks. Time segments: prime 20s and day and fringe-lime 
ininuies. Agencv: Cunningham & W^ilsh. 

SPOT RADIO BUYS 

I'enick & Ford is getting set lo break a four-week jjush for its My-T-Fine 
product sometime this month. Schedules call for minutes slotted in house- 
wife lime segments. Jeanetie LeBrechi is doing the buying out of Grant 
Advertising, New Voik. 

\Vestern Airlines has tied in with Hertz-Rent-A-Car in a spot campaign 
to encourage winter vacationers to utilize the Hertz car services while 
varaiioiiing in Southern climes. The slogan— Take a sunbreak— will be 
aired on some 77 stations in some 24 northern markets during a three- 
week campaign. Starting date is mid-January. Minutes will be used. 
Agent y is BBDO, Ixis Angeles. The Uayer: Hal Ballman. 
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ARB ^ Special Tabulations from available television audience data 



. . . create invaluable opi)ortuiiities for research tailored to your precise needs. Thousands 
of viewer records offer practically unlimited possibilities for cross-tabulations of data. 
Cumulative studies, audience ilow analyses, commercial i)references and many other 
audience estimates jjive you new and important information for television audience 
evaluation. 



AMERICAN 



Standardized procedures make Special Tabulations quick and inexpensive. And 
because of the vast amount of data on hand — in diaries, punched cards and computer 
tapes — capable ARB researchers can go right to 
work immediately, with no new survey costs involved 

for clients. When you need research of a si>eciali7,ed V vMlMii / RESEARCH 
nature, call ARB.' There will more than likely be V_5^I>^ BUREAU 

an economical Special Tabulation to give the answer. 




DIVISION OF 



I N C 



ARB Special Tabulations Fact Sheets provide important details 
of extra measures of audience available to clients. If you haven't al- 
ready received your ARB Special Tabulations Fact File, notify your ARB 
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♦NOVEMBER 1962 ARB. 9.00 AM TO 
MIDNIGHT MONDAY THRU SUNDAY 
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